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Send for Details 
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F course, it is too late to start building Chromalox Units into ne 
appliances for this year’s Christmas. But throughout 1927, if B 
you would have your electrically heated products trouble-free,” see N 
to it that they are equipped with Chromalox Units. It is simply P 
good business. 
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*Chromalox Units used in electrically heated appliances 

and equipment operating in homes, hotels and restaurants, D 

are made as durable as the Chromalox units built in N 

metal pots, drying ovens, roll heaters, railway heaters and } : : 

other equipment that must withstand harder service. ‘ a) M 
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MANUFACTURED EXCLUSIVELY BY 


EDWIN L. WIEGAND CO, 422 FIRST AVENUE, PITTSBURGH, PA. 





The Railway Utility Company of Chicago is sole distributor of Chromalox Strip Heaters for use 
in heating railroad and street cars in the United States and Canada. Sole Canadian Licensees: 
The Canadian Chromalox Co., Ltd., 251 Queen Street, East, Toronto, Ontario, Canada 
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Facts on the Refrigeration 


Market 


N PAGES 76 to 79 of this issue, Electrical 

Merchandising presents a summary of the 
investigation made by the McGraw-Hill elec- 
trical publications into the present status of 
electrical refrigeration. This information was 
presented in more extended form (taking nine- 
teen pages and a supplement) in Electrical 
World for October 30, and the matter relating 
only to the West appeared in the Journal of 
Electricity for November 1. 


The following figures are quoted as an in- 
stance of the extent and expense to which the 
McGraw-Hill electrical publications are will- 
ing to go in providing information that the 
electrical industry really needs. 


Time required in the field to collect 


material 6 weeks 


Time required in the office to analyze 


results and write survey article... 3 weeks 
Miles traveled in the field 16,000 
Number of editors in the field ...... 13 
Number of editors in the office...... 3 
Field traveling expenses . . $4,680 
Editorial salaries .................. $7,500 
Publishing cost and incidentals..... $1,000 


This totals $13,180 spent by the McGraw- 
Hill electrical publications on the Refrigera- 
tion Survey, which is given through these 
publications to the industry. 
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Follow The Stars.» ¥ ¥ * Profit Will Follow 
















our duchy Stars 


ORE, many more, National Mazpa lamps 

were bought in 1926thanever before. The 

New Standard Line of Mazpa lamps has 
aroused a great new interest in lighting. 


The public has given a whole hearted welcome to 
these better lamps, that sell for less. Each month 
it has shown a growing preference. September 
found 76.8% of the general lighting service 
demand already transferred to the five new inside- 
frosted lamps. 


Many agents who have been active in showing 
their customers the big advantages of the new 
lamps, have cleaned out their old stocks of lamps 
entirely, and are now doing 100% of their lamp 
business with the New Standard Line of Mazpa 
lamps — at a greater profit. 


They are doing business at a greater profit because 
they need only half as much stock, and therefore 
have a lower selling expense. They are doing a 
bigger volume of lamp business, because they are 
offering their customers far better lamp values 
than ever before. 


1927 will surely be the greatest lighting year the 
nation has ever seen. And in 1927 as in the past, 
the bigger money will come to those of you who 
follow the famous Four Star Plan of Merchandising 
of the National Lamp Works. It will help you to 
give your customers the best in lighting service, it 
wilk speed the way to your doing 100% of your 
business with the New Standard Line of Mazpa 
lamps. The Four-Stars are your Lucky Stars. 
Follow them and profit will follow. 


*MAZDA is the Mark of a Research Service 


€) NATIONAL 


MAZDA 


A GENERAL ELECTRIC PR 


The 1927 Four-Star Book applies the most 
successful known plan of retail merchandis- 
ing to the lamp business. It gives the retailer 
a complete and tested campaign for getting 
the greater profits available in the New Stand- 
ard line of MAZDA lamps. This book will 
be sent to all National MAZDA lamp agents 
in January, and to ary others who write to the 


Publicity Department, Nela Park, Cleveland. p\ \ \\ 


») 
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Their Greater Sales Bring Greater 
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Profits 
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Light Up! for Business 


Light— it is the spirit of the season! A special lighting job now means future sales. 
Christmas lighting—special installations — Now, if ever, homes should be well lighted, 
street celebrations—light is a great part of brilliant, filled with lamps and light. 
the holiday period. The Edison Mazpa Lamp emblem is a 
Light up your windows — your store— worthy insignia of light—take advantage of 
your home—take advantage of the season. pete season and light up for business! 


DISON MAZDA LAMPS 


A GENERAL ELECTRIC PRODUCT 
















Leftovers 
That’s what STAR-Rite means to you— 





WAFFLE IRON 
Heavily nickel plated over 
brass body—an iron that will 
never rust. Deep aluminum 
grids. 

$9.00. In Canada, $12.00. 





TOASTER 


Highly polished nickel finish, 
non-heating turning handles. 


$4.50. In Canada, $6.00. 





oo 


CURLING IRONS 
Many styles and grades from 
which to select. All are com- 
plete with cord. 

Priced from 98c. to $3.50. 
Slightly higher in Canada. 





SIX POUND IRON 
An iron for perfect ironing. 
Specially shaped tip for laces 
and ruffles. A hotter tip for 
better service. 


$3.95. In Canada, $5.00 


| P.S. 





et 


DON’T BE TOO HASTY IN ORDERING YOUR 1927 
FANS—WAIT FOR THE STAR-Rite ANNOUNCEMENT 
—SOMETHING GOOD IN STORE! 
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Fast moving, big selling merchandise—not a ‘“come- 
back” in a thousand sales— 


A complete line of Electrical Home Necessities—high 
quality, competition killing prices, exceptional value— 


The secret of end-of-year profits is simply— 
Turnovers—not leftovers! 


There’s no money in leftover merchandise—profits are 
from sellers not stickers— 


That’s why STAR-Rite is the big money making 
name in the Electrical Field— 


STAR-Rite Sells. 


Cash in on the big STAR-Rite advertisements in 
Saturday Evening Post, December 4th, Liberty, De- 


cember 11th, Good Housekeeping and Red Book for 
December. 





BLECTRICAL NECESSITIES 


FITZGERALD MANUFACTURING COMPANY 
TORRINGTON, CONNECTICUT 


Canadian Fitzgerald Manufacturing Company 
95 King Street, East, Toronto, Ont. 
Makers of the famous Never-Leak Cylinder Head Gaskets. 








HEATING PADS 


‘ Single heat pads in tan; 
MODEL C HEATER three-heat models in tan 


HAIR DRYER 14-in. copper reflector, or attractive plaid = 
Light weight, efficient; hot heavy wire guards, cast binations; and 
or cold air; start and stop iron base with green gold Aristocrat” in soft old 
switch in rosewood handle. finish. Complete with rose. 
Alternating or direct current. cord and plug. $5.00 to $10.00— 
$9.00. In Canada, $12.00 $6.50. In Canada $7.50 slightly higher in Canada 
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Aeroplane View of the Office and Plant of the Rock Island Mfg. Co. 
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Ideal Jr. Iron with Case No. 2-B 





Special Square Stove No. 121-A 


New York: 113 Chambers St. 


~RIMC Oy 


HOUSEHOLD ELECTRICAL APPLIANCES 


A Sturdy-Built Line of 
Household Appliances 


IMCO Household Electrical Appliances are built for the 


hard service of constant, day-in-and-day-out usage. 


Heavy nichrome heating elements instead of cheap, light 
elements; genuine Madagascar mica instead of any one of a 
dozen cheaper grades; forty-one strand wire instead of twelve 
to thirty strand of the same gauge; live-rubber-and-pure- 
asbestos as cord insulation, instead of ordinary lamp cord; 
these are the things that mark the difference between Rimco 
and the ordinary cheap line of electrical appliances. 


Rimco Appliances stay sold! Customer-satisfaction is made 
right into the product before it leaves this plant. The Rimco 
line makes something more than customers—it makes friends! 
And because each item is built to use, and is used daily, this 
line makes an excellent load builder for the live wire central 
station appliance department. 


Write for Catalog and 
Price List. 


ROCK ISLAND MANUFACTURING CO. 


Rock Island, Illinois 





Chicago: 180 N. Market St. 
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Waffle Mold (Open) No. 88-A 
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A WARNING and 


We propose taking legal action to 
protect our rights against any per- 
son or persons manufacturing, or 
selling, or offering for sale, or using 
any device which comes within the 
claims of our patent on Diamond 
Flasher Button of which claim No. 


18 shown on opposite page is only 
one. 





Our attorneys have already served 
notice on several dealers who are 
offering for sale a flasher which we 
are convinced is an infringement 
on our Diamond Flasher Button. 


The General Appliance Corpora- 
tion is the only licensed manufac- 
turer and sales agent under the 
Schoenberg-Schon patents. 


There is only one flasher button 


the 
DIAMOND FLASHER BUTTON 


A 


VG 
A 

GACOR 
Oo 





Product 


GENERAL APPLIANCE 


San Francisco, 














0, 
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CORPORATION 
California 


A NOTICE ! 
} 


This is one of 18 claims covering our Patented 
Diamond Flasher Button, and contained in 
United States Letter Patent No. 1,602,088 
granted to Milton H. Schoenberg and Lester 
Schon on October 5th, 1926. 


CLAIM No. 18 


A circuit interrupter adapted to be re- 
movably positioned within a lamp 
socket comprising a relatively flat disc 
shaped body formed substantially en- 
tirely of insulating material, said body 
having a recess, an interrupter ele- 
ment disposed within said recess for 
repeatedly varying current supplied to 
the socket, and a pair of metal contacts 
mounted upon opposite faces of said 
body and electrically connected to said 
element, said body serving to electri- 
cally insulate said contacts from direct 
electrical contacts with each other. 


Do not accept a substitute 
insist on the original 


DIAMOND FLASHER BUTTON 








PRES 
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Famous Radio Manufacturer 
Enters Washing Machine Field! 


New and revolutionary device, backed by 
million dollar concern, offers big money-mak- 
ing opportunities for exclusive distributors 


Fs adhere several years of astonishing re- 


\ \ 7E ARE assigning exclusive territory 
sults in thousands of homes, the Freed- 


only to distributors with specialty 


Eisemann Turbax Electric Washer is now 
ready for a nation-wide campaign. This 
washer is absolutely unique. Employs en- 
tirely new principle of washing action— 
makes any tub an electric washer—elimi- 
nates need of special bulky receptacle— 
thus cuts initial cost in two—vastly easier 


selling organizations, headed by aggressive, 
live-wire, responsible business men. Not 
only do our distributors enjoy ironclad 
territorial protection, but we cooperate in 
local sales promotion and advertising. An 
opportunity like this to tie up with a na- 


tionally known, successful com- 
pany on a fast selling house- 
hold product doesn’t come 
’ often. Write or wire for par- 
ticulars while there is still 
time. 






















to demonstrate and sell—beyond realm of 
competition—protected by air-tight patents 
—opens up new field of prospects. Weighs 
only 22 pounds—no trucking to deliver, no 
servicing required. Fits any tub—attaches 
to any light socket— washes tub full of 
clothes absolutely clean in 
ten minutes—hangs up in 
closet out of way when not 
in use. Easy on clothes 
because no moving part 
touches them. Endorsed 
by thousands of house- 
wives and by Good House- 
keeping Institute. Costs 
less than half the usual 
price for a washer. Ideal 
for apartments and homes 
with children. 





FREED-EISEMANN RADIO CORPORATION 


Industrial Products Division 
Brooklyn, New York 


By the Manufacturers of the Famous Freed-Eisemann Radio 
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DEPENDABLE | 





In the power house, or 
on outside electrical 
connections — in the 
machine shop or gar- 
age—wherever friction 
tape isused—Firestone 
HighTestand Holdfast 
Friction Tape meet the 
most exacting demands. 


High Test 


—scientifically prepared— of highest 
uniform quality — possessing great ten- 
sile strength and gripping properties. 
Impregnated with special sulphur- 
free adhesive rubber to withstand 
dirt, moisture, heat and cold. 


Holdfast 


—a popular priced friction tape of 
known quality, made in the Firestone 
factories at Akron,Ohio. For everyday 
use in store, factory or home, Holdfast 
has proven to be a good durable tape. 





Write nearest Firestone branch or the Home Office at Akron, Ohio, for prices and speci- 
fications. Stock up with these two dependable brands for the winter business ahead. Sold 
in bulk or convenient cartons. 


Firestone 


Friction Tape 


AMERICANS SHOULD PRODUCE THEIR OWN RUBBER... rnuSiirtond, 
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ON’T be caught the last minute with bare shelves. 

Make every possible sale this Xmas. To help you 

get this business we are prepared to ship all orders within 

twenty-four hours after received. This insures you a 
good stock right up to the end of Xmas buying. 


AND GOLD SEAL APPLIANCES SELL! There’s 
no question about that. High quality at low prices appeal 
to the buyer. And Gold Seal appliances are put up in at- 
tractive all-year-’round boxes—suitable for any season. 


Thousands of these appliances have been sold and are 
giving perfect satisfaction. Thousands more will be sold 
this Xmas. Get your share. 





Full Size 744 in. Diameter 
Cast Aluminum Grid, + aaa 


wae ae ae THE GOLD SEAL ELECTRIC CoO. 
7480-7500 Stanton Ave. 
CLEVELAND, OHIO 








Triple Heat, List Price, $5.00 
West of Rockies, $5.20 


Catalog No. 21 





LIST PRICE, $6.50 


West of Rockies, $7.50 
Without Tube 


Catalog No. 24 


Gold Seal Appliances 


LIST PRICE, $3.50 
West of Rockies, $3.85 
Catalog No. 8 





Easiest Selling - ost Profitable:- 
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Sepco supplies all the hot water to 
this building in Birmingham, Ala. 
As Mr. Welton says above, “with- 
out a thought of attention or 
trouble on the part of the owners.” 


Mr. Merchandise 
Manager— 


Are you specifying Sepco for public — apart- 
ments and homes in your city? 


You'll find Sepco Heater Load both profitable and de- 
sirable business. 





. 


We're ready to work right with you in the South 


Why not let the Sepco Specialists talk to you and your men in 
order to present the real facts. These specialists live in the 
South and know local conditions thoroughly. Write them at 
the addresses shown below. 








Jalonich Appliance Co., Herbert J. Wolf, 

Santa Fe Bldg., 318 Atlanta Trust Bldg., 

Dallas, Texas. Atlanta, Ga. 

E. G. Bardwel U. G. Weiford, 

28 South Mais Street, Box 421, 

Orlando, Fla. Pocahontas, Va. 

You'll find Sepco Specialists in all principal sales | ee 
cerfers of tke United States. Ask us for nearest 


chart on electric water heaters. 


Neat 


ELECTRI 
A ic Electic Heater Co., 1505 Race St., Philadelphia, Pa. 
Sas yer ate, Pottstown, Pa., and Toronto, Canada WATER HEATER 


= and for the Sepco story with the new se!) 
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BIG Building 


The Largest Building of its kind in 
the World Color-Lighted with a Bat- 


Fa 


tery of 


324-750 Watt 


STERLING Exterior Flood Lights 
No. 5240 


(With Amber and Red Cover Glass) 


HIS building is 15 stories high and occupies a 

complete city square. The ground floor covers 
162,258 square feet. Total area of all floors is 30 
acres, 


A total of 325 Horse Power is required for the 
Flood-Lighting, or in other words, the equivalent of 
uot Es the amount of power ordinarily consumed by a small 
j } 2 4 ae : city. 
Flood Li ht _. The installation is one which we consider a striking 
No.5240 | all Vee tribute to the quality, efficiency and durability of 
; STERLING Exterior Flood Light No. 5240. 











° 
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REFLECTOR & ILLUMINATING KO 


Manufacturers & Engineers .) 


1407 W. J aon Bivd. © ati 0.S.A.) 
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Retail price, 
complete and 
ready to use 


Be the First to Sell the First 
andOnly Electric Corn Popper 


ENTLEMEN, here’s a new 

electric appliance that fills a 

big demand and has no competi- 

tion. The Excel Corn Popper is the 

first and only electric corn popper 

on the market. It’s priced low to 
insure quick sales 


served at picnics, afternoon card 
parties, etc. Heretofore it’s been 
too much bother to make at home. 
But now with an Excel Electric 
Corn Popper, you can make a half 
gallon in 5 minutes, and in the next 

5 minutes a gal- 





and fast turnover 
—yet pays a nice 
profit per sale. 


Big Demand 


spending season. 


Think of the sell- 


latest. 





NATIONAL 
ADVERTISING 


A series of full page national adver- 
tisements starts in Liberty Magazine 
and Literary Digest December 11th— 
right at the height of the Christmas 
Be ready to show in- 
quirers that your store is first with the 
Get your stock of six now. 


lon. Makes it 
better, too—fresh 
crisp, delicious. 


Special Xmas 
Profit Offer 


Make a test now 








ing appeal behind ~ 
it! The public 

spends millions of dollars a year for 
pop corn. Everybody likes it— 
grownups and youngsters. It has 
high food value. It satisfies chil- 
dren’s after-school hunger. It’s 


with an order of 
only six at the 
special Xmas price of $10.00—50% 
profit. Then order quantities later 
to fill a big Christmas business. 
Orders shipped 24 hours after re- 
ceipt. Wire or use the coupon below. 


Extel 8285 


Dept. P-10. Muncie, Ind. 


















Specifications 
6 in. high, 
8% in. wide. 
25 in, around 
Handsomely 
finished in Pis- 
tol Blue. with 
bright fittings. 
Perforated top. 
Genuine Ni- 
chrome _heat- 
ing element 
(660 watts 
capacity). 
Weighs only 3 
Ibs. 





Special $5 Profit Offer 


THE EXCEL ELECTRIC CO., 

Dept. P-10, Muncie, Ind. 
( ) Send me six $2.50 Excel Flectrie Corn 
Poppers at special Xmas price of $10.00 f.0.b. 
Muncie. 
( ) Send me full details, including quantity prices. 





Name 


Address 


PSCC CREE S SHURE eRe eee eee Ee 
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O QUESTION about 


a clean get away from 


cleaning labors for the housewife who has as her 
aid the Graybar Vacuum Cleaner. There’s no ques- 


the sales volume of the dealer 


who displays this vacuum cleaner and all the other 
Graybar household appliances—and so reaps the 
benefit of Graybar’s colorful advertising in national 


magazines. 
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Hardened and Ground Thread 
Reduction Worm 





Reduction Worm and Worm Gear 


Due to our success and rapid growth during the past ten years of 
manufacturing gears for household appliances, as well as for general 
purposes, it became imperative that we enlarge our Company; con- 
sequently, on November 8th, 1926, a new Company was organized 
with additional capital to continue and expand the business of the 
Perkins Appliance Company. The new Company will be known as 
the “Perkins Machine & Gear Company” and will be operated under 
the same personnel; that is, the men who organized and developed 
the business. 


We wish to take this opportunity of extending our sincere thanks 
and deep appreciation to all of our customers who have helped to 
make our success possible. 


With the new year just ahead of us we plan for a banner year and, 
with this thought in mind, we extend to all a most Prosperous 
New Year. 


Gears for EVERY Purpose 


PERKINS MACHINE AND GEAR COMPANY 


PRODUCTION GEAR SPECIALISTS 
SPRINGFIELD, MASSACHUSETTS 
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EVEREADY 


COLUMBIA 
Dry Batteries 


- they sell faster 





























NATIONAL 


FOR 
RADIO, IGNITION 
AND ALL 


GENERAL PURPOSES 


Eveready Columbia Hot Shot Batteries INSPECTED 

contain 4, 5 or 6 cells in a neat, water-proof TESTED 

steel case. It is not a “Hot Shot” unless ‘ RELIABLE wel 
it is an Eveready Columbia. ATIONAL CARBON CO» 


New 
YORK SAN FRA! 
, MADE In U.S-A 








1% volts. Fahnestock spring clip binding 
post; on the Eveready Columbia Ignitor at <6 
no extra cost. 


~SarreRy ig gutey cunt 











The basis of success 


DURING the year now closing we have 
printed story after story of retail success 
with Eveready Columbia Dry Batteries, 
using the dealers’ own words. Man after 
man in telling how he was making money 
with Eveready Columbias insisted on this Order from your jobber. 

one point—it pays to tie in with the Manufactured and guaranteed by 

Eveready Columbia national advertising by NATIONAL CARBON COMPANY, INC. 
staging frequent windows using Eveready New York San Francisco 
Columbia display materials. Many dealers  ayanta Chacnee Kansas City 
show display material constantly, finding Canadian National Carbon Co., Limited, Toronto, Ontario 


that it reminds dry battery users of their 
needs and assists the dry battery sales effort 
at the counter. For maximum profits from 
dry batteries, handle Eveready Columbias 
and be sure to make use of window displays. 








How Kelvinator 

















CONCENTRATION 


What it has meant to 
Kelvinator Dealers 


Kelvinator presents every dealer 
with a unique and extremely effec- 
tive sales plan, the foundation of 
which consists of concentration on 
a definite and known market that 
can be thoroughly covered. 


Instead of a loose-knit organization 
of salesmen who scatter their ener- 
gies over a broad but barren field, 
Kelvinator dealers have under their 
direction compact, team-like sales 
forces who concentrate—under 
the dealer’s guidance—on fertile 
ground. 


Each member of the sales force is 
trained. Kelvinator provides the 
training. Each member can work 
on definite leads—all the time. 
Kelvinator salesmen need not dis- 
sipate their energies on “cold” 
calls, for Kelvinator provides leads. 
Last—every Kelvinator salesman 
tells the same complete, illustrated 
story that closes sales. Kelvinator 
provides the illustrated story and 
teaches how to close. 


This policy of concentration makes 
the Kelvinator sales organization 
one of the most effective selling 
units in the Direct Selling field. It 
has been responsible for making 
even the smal/ Kelvinator dealer- 
ship the most profitable of its kind. 
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The Kelvinator Institute 


Kelvinator contributed to the electric refrigeration 
industry the only complete course of training in 
all phases of electric refrigeration work. It con- 
sists of eight complete volumes, embracing sales, 
mechanics, service, management and all other re- 
lated subjects. This course of training is the Kel- 
vinator Institute. 


Most Kelvinator salesmen are Institute Men. 
Every new salesman is urged to complete the course 
of study presented in the Institute, and most of 
them do. This accounts for the fact that Kelvin- 
ator sales organizations—taken the world over— 
are better trained, better grounded in sales, and 
more productive and profitable than any others of 
their kind. 
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Kelvinator’s World-Famous 
Merchandising Methods 


When we say that Kelvinator salesmen 
need do no ‘“‘cold turkey” canvassing, we 
mean just that, for Kelvinator has origi- 
nated and put into practice more original 
and novel marketing plans than any other 
manufacturer in the field. 


Most of you know the famous ‘‘From Cave 
to Kelvinator’ plan that has been so wide- 
ly and favorably commented on in sales 
publications. That’s only one high point 
in Kelvinator merchandising. There’s the 
Peoria plan of Group Meetings—the ““Lead- 
ing Store” plan—and a wealth of others. 


Kelvinator has kept well in the lead of 
the industry in intensive merchandising 
methods—original and effective. 
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ROSPECTING 
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Turning Prospects Into 
Immediate Sales 


There’s only one way to measure the effec- 
tiveness of the salesman. That’s by his 
ability to get the name on the dotted 
line. Kelvinator has doubled the power 
of its sales organization as a whole by 
providing salesmen with the well known 
‘“‘Kelvinator Easel’’—an illustrated story 
that leads the prospect to the point of sale. 


Kelvinator originated this method of pre- 
sentation. Its merit is attested by the fact 
that other manufacturers have made 
efforts to develop such a story, but only 
Kelvinator has developed it to a point 


where salesmen use it — universally — 


from choice. 











Service Facts 
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That word “service” is the measuring stick of 
profits. Profits are not profits that are later dis- 
sipated by the cost of keeping units in operation 


i oo 


Kelvinator has completed a thorough and pain- 
staking investigation of service costs covering 
thousands of installations in many cities and 
towns. The investigation reveals another reason 


for the outstanding value of the Kelvinator 
franchise. 


SESS 


Any Kelvinator representative will tell you 
about the investigation and the service facts it 
# disclosed. Or a note expressing interest will 
| bring the whole story. 
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Kelvinator 


Division of Electric Refrigeration Corporation 
2072 WEST FORT ST., DETROIT, MICH. 
Branches: 


NEW YORK :: CHICAGO :: BOSTON :: DETROIT :: ATLANTA :: BALTIMORE 
KELVINATOR OF CANADA, LIMITED, 1146 DUNDAS ST. E., LONDON, ONT. 
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The simplest unit made. An 
engineering triumph for de- 
pendable, low-cost operation 


Announcement of Importance 


FSR fifty years, merchants and in- 
dustrial leaders have been expect- 
ing the utmost in dependability from 
Lamson products—pneumatic tubes 
and wire carriers for stores, banks, 
commercial houses and U.S. Mails,and 
conveyors for industry. 


Successful in this field of identified 
service to the general public, requiring 
utmost in precision manufacturing, 
Lamson now brings tremendous re- 
sources of experience and assets to the 
development of the Ice Maid, a service 
to the home. 


Early in 1923 the first Lamson Ice Maid 
was produced in the Development 
Division of the Lamson Company at 
Syracuse, N.Y. Three yearsago the first 
Ice Maid was sold and today there are 
vast numbers of satisfied users to testi- 
fy to its merits of unusual simplicity, 


New York City 
39 W. 32nd Street 


St. Louis, Mo. 
1021 N. Grand Blvd. 


Utica, N.Y. 
619 Washington St. 


C E MA 
DEPE 


low cost of operation and freedom 
from service requirements. It is the 
proudly guaranteed product of a 50 
year company —a company with a rep- 
utation, one financially sound, pros- 
perous and able to “make good.” 


Lamson has purposely made haste 
slowly with the Ice Maid. It wanted to 
avoid the pitfalls of speed to get “some- 
thing” on the market with resultant 
“come-backs” at great expense to Cen- 
tral Stations, Distributors, Dealers and 
to itself. 

Distribution of the Ice Maid will not 
be allowed to run away with sound 
and conservative merchandising prin- 
ciples. Lamson recognizes many obli- 
gations tq the public and the Industry, 
and these will guide the choice of care- 
fully selected outlets. 


Direct factory service branches, and 


LAMSON 


N [ } AN B 


Electric R E FRIGE RATI ON 


display rooms, are already established 
in the cities listed below. Dealers in 
these localities will be developed 
through their assistance. Distributors 
are now sought in several sections 
where factory branches will not be 
established. 


The merchandising is in charge of 


competent and favorably known exec- 
utives who have been eminently suc- 
cessful in the electrical industry for 
many years—who know Dealer prob- 
lems and who realize that Lamson will 
and must make good all promises. 
The Lamson Ice Maid program is de- 
veloping steadily and soundly. It will 
stand up impressively under the strict- 
est investigation from those to whom 
this type of development appeals. 
Your inquiries will be welcomed at the 
Syracuse headquarters. 


Chicago, Ill. 
225 N. Michigan Blvd. 


Philadelphia, Pa 
1315 Race Street 


Syracuse, N.Y. 
General Offices 


GUARANTEED PRODUCT OF A 50 YEAR COMPANY WITH $15,000,000 RESOURCES 
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More than 


are helping Public 
Utility Companies 


Frigidaire is the name 
of the electric refriger- 
ator made only by 
General Motors. 
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ecallse of what they are learning from more 
than 250,000 users, home owners and merchants 
are buying thousands of Frigidaires every week. 


In every community, the powerful influence of 
satisfied users is working for Public Utility Com- 
panies who hold the Frigidaire Sales Franchise— 
is building good will, interesting prospective buyers, 
and making actual sales. 


And coupled with this invaluable word of mouth 
advertising is a program of national advertising that, 
in itself, gives a distinct measure of added value to 
the Frigidaire Sales Franchise. 


The opportunity now offered Public Utility 
Companies by the Frigidaire Sales Franchise is 
greater than ever before. Write for complete in- 
formation covering the immediate possibilities in 
your territory. 


FRIGIDAIRE CORPORATION 
Subsidiary of General Motors Corporation 
Dept. Z-205, DAYTON, OHIO 


FRIGIDAIRE CORPORATION, Public Utilities Division 
285 Madison Ave. ote New York City 
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E WANT the kind of dealer who 
feels that the only products good 
enough for him to sell are those he can 
prove to be the best. Kelvinator furnishes 
that proof in convincing, usable form. 


KELVINATOR, 2078 WEST FORT STREET, DETROIT, MICH. 
Division of Electric Refrigeration Corporation 

Branches: New York - Chicago - Boston - Detroit - Atlanta - Baltimore 

Kelvinator of Canada, Limited, 1147 Dundas Street, East, London, Ontario 





We invite responsible 
dealers to write for 


this proof. 
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Christmas 


HAT if the wind is bitter and the sky is grey? What if 

the streets are damp with snow and the cold of it bites with 
tiny teeth? It's CHRISTMAS! People are happy. People are 
giving things to each other. The streets are full of them, hurry- 
ing home, smiling, listening to tinkling bells and deep church 
chimes. 


It’s Christmas again! And, from this Christmas to the next 
and to the next and to every future Christmas, Westinghouse 
stands ready to give you its service—of better products, quicker 
distribution, and closer cooperation. 


Westinghouse Electric & Manufacturing Company 
Merchandising Department Mansfield, Ohio 


1926 


Westinghouse 
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Krom the Servel advertisement 
which appears in December issues of The Saturday Evening Post, 
Good Housekeeping and House & Garden 











Trade Marks Reg. 
U. S. Pac. Off. 




















SERVEL 


CWishes all its friends a 
Merry Christmas 


and looks forward with them | 
to a prosperous 


1927 


— THE SERVEL CORPORATION, 51 East 42nd Street, New York 
CHICAGO BOSTON DETROIT MINNEAPOLIS SALT LAKE CITY DENVER 
ATLANTA SAN FRANCISCO LOS ANGELES SEATTLE DALLAS 
London, England, Servel Ltd.—Factories, Evansville, Ind.—Carteret, N. J—Newburgh, N.Y. 
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DISTRIBUTORS 


An exclusive distributor 
arrangement for selling 
Iroquois is proving ex- 
ceedingly profitable to 
distributors who qualify. 
There is still time. Write 
us for complete details at 
once. 


IS SILENT 


Iroquois Electric Refrigeration employs a rotary-type compressor— 
not the usual piston type. ‘This means the elimination of all noisy 
intake valves, connecting rods, wrist pins and crankshaft. ‘The 
Iroquois Compressor is not only silent but amazingly efficient. It has 
many outstanding advantages. 

Header-type Condenser: Every inch of tubing is prime condensing surface. 
Tubes form guard for moving parts of compressor unit. 

Automatic Pressure Control: Eliminates troublesome thermostat. Controls 
temperature in refrigerator within one degree of any predetermined point. 


Ethyl Chloride Refrigerant: Practica!ly odorless—non-offensive—non-poison- 
ous—absolutely safe. Works under low head pressure, greatly minimizing 
chances for leaks. 

No Brine Tank: Employs direct expansion coil in cooling unit . . . there- 
fore has more room for food, and is more sanitary and more responsive to 
temperature ‘control. 

No “freezing up’: Moisture cannot interfere with operation of Iroquois 
machine. Freezing tube in cooling unit holds moisture in crystal form and 
prevents it from passing to float valve. 

Our new Iroquois Book gives you complete details regarding the various 
Iroquois Electric Refrigeration units. We will gladly send it on request. 


THE IROQUOIS ELECTRIC REFRIGERATION COMPANY 
1600 Arch St., Philadelphia 
Associate of The Barber Asphalt Company 


sp dry cold of a frosty night 
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What they are saying 
helps sell your prospect! 


UST suppose that, before your salesman calls on a pros- 
J pect, two other people, entirely unprejudiced, should go in 
and tell your prospect how good your product is! How 
much easier it would be for your salesman, when he 
got his interview! 


Millions have discovered—your prospect is undoubt- 

edly among them—how good Duco is when used on 
automobiles. Millions have discovered—your prospect 
could easily be one of them—how successful Duco 
is when applied to furniture. 


So that your product, finished in Duco, has a tre- 
mendous market among these two groups alone 
—and, in either of them, your prospect has al- 
ready been predisposed in favor of your product! 


Why not let one of the du Pont Industrial 

Finishing Engineers explain to you how Duco 
can bring greater profits, or cut manufactur- 
ing costs, or speed up production, when 
applied to your product! 


For further information about Duco, and the striking 
economies it can effect in widely separated industries, 
write, on your letterhead, to E. I.du Pont de Nemours 
& Co., Inc., Chemical Products Division, Parlin, 
N. J., Chicago, Ill., San Francisco, Cal., Everett, Mass.; 
or Flint |Paint and Varnish Limited, Toronto, Canada. 
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There is only ONE Duco—DU PONT Duco 
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Model M-12 


UITABLE for the large family 

where ample storage capacity is 
desired. Overall dimensions: 68" high, 
44" wide, 25" deep, with a food stor- 
age space of 12 cu. ft. Makes 72 cubes 
of ice. 








Some 
Rice Improvements 


No Brine Tank or Cooling Coils 
No Expansion or Float Valves 
Quickest Ice-Cube Service 
Greater Simplicity 


Economy in Operation 











Installed in more than 250 ships 
of the U. S. Navy 
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FOR THE FIRST TIME 


Electric Refrigerators 
that can be 
Profitably Merchandised 


HE Rice Line for 1927 offers the dealer the near- 
est thing to ‘otal service elimination. You keep 
your profit. 

By dint of 25 years’ actual experience in the refriger- 
ating market, we have placed electrical refrigeration 
on a sound commercial basis by offering a simple rugged 
unit stripped of all unnecessary mechanical detail. 


There is no mystery in the operation of Rice Electric 
refrigerators. No wiping out of profits by an unexpected 
service liability. 


Rice engineers have designed a simple, efficient, eco- 
nomical unit and it 1s different. 


We challenge investigation. We want dealers to see 
for themselves the service-free, time-tested efficiency of 
Rice Electric Refrigerators. They are an asset, not a 
liability. , 

Some attractive territory to be closed for 1927—Vrite us now! 


IC 
Electric Refrigerators 


RICE PRODUCTS, INC. 
100 East 42nd Street 
New York, N. Y. 
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add 


SeEGER Refrigerators will 
solve your Cabinet Mer- 
chandising Problem, as 
they are built to take any 
Standard Electrical Re- : 
frigeration Unit. 








Sooner 


REFRIGERATOR 





SEEGER REFRIGERATOR COMPANY 


Saint Paul, Minnesota 
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will your Electric Refrigeration profits go? 
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N SELLING electric refrigeration your 
first problem is to sell the machine. Your 
next problem is to retain as much as possible 
of the profit you get on the sale of that machine 
—and how much profit you will keep depends 
on your servicing costs. 


Coldak costs less to service because it is 
simple in design—and the most rugged electric 
refrigerating machine made. It has no belts, 
pulleys, pistons, crankshafts, reduction gears 
or reciprocating parts—just two sets of sturdy, 
rotary gears. Fewer parts to go wrong. And 
here’s another vital selling advantage— 


Coldak can’t quit in hot weather. Its 
two sets of gears form two stages of com- 
pression—and it is the second stage that 


ff Into your pocket ... or 






enables Coldak to give perfect electric refrig- 
eration during the most intense heat waves. 
Just as the second speed in an automobile 
enables the car to make steep grades. This is — 
an exclusive Coldak feature. No other ma- 
chine has it! 


And no other franchise offers such opportu- 
nity as the Coldak franchise. Let us prove it 
to you. Mail the coupon. 


Who is Back of Coldak? 


Among the executives of the Coldak Cor- 
poration are men who have developed and 
controlled combined businesses with assets of 
over $100,000,000. Coldak’s complete activi- 
ties are directed by the J. G. White Manage- 
ment Corporation. 


COLDAK 


CORPORATION 
Cight West Fortieth Street, New York, City 





> 


Coldak is so simple and rugged in construction  : WName...... 


that it should last a life-time. The first Coldaks_ : 
installed over seven years ago are still giving un- Street... 
interrupted service. Just two sets of rotary gears 3; “y 

do the job—nothing to wear out. 


©) 1926 Coldak Ce 1D. 


CoLpAK CORPORATION, E.M.—12-26 
8 West 40th Street, New York City : 

Please send me further information about Coldak Electric Refrigeration and ! 
your plans for distribution. : 


Statle:.:..:. 
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When Christmas 
Good Will warms 


When the Christmas tree is only a shadow, and 
the bills have all been paid, the finest thing that 
remains for you, and your customers, is good will. 


And good will always follows the sale of good 
heating appliances, because—-as we have said 
before— they get into the chummy inner circle of 
home life, the family circle about the breakfast 
table. And there, month in and month out, they 
continue to sell for you, because they contribute so 
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They are easy to sell because folks want them and 
they are within easy reach of their pocket-books, 
without the need of installment buying. And they 
present no service bogey to you. 


And back of all heating appliances is the alloy 
that made electric heat possible, CHROMEL. The 


customer knows nothing about it and need not © 


know. But we believe if you knew about 
CHROMEL, it would help you sell heating appli- 





> 


re 










h tothe h ; 
ee ances. Ask for the booklet called ‘““The Friendly 


So, feature heating appliances for Christmas. Enemy.” 





Hoskins Manufacturing Company, Detroit 
4433 Lawton Avenue 
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MEANS ELECTRIC HEAT 
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Canada’s 
Timken-Equipped 
Mowers 
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Timken Tapered Roller Bearings have an international rep- 
utation. They are so widely favored that there are Timken 
manufacturing plants in Canada, England, and France, as well 
as in the United States. Not only motor cars, but other types 
of machinery from other countries are Timken-equipped. 


In Canada The Taylor-Forbes Co., Ltd., of Guelph, Ontario, 
engineers Timken Bearings into several lawn mower models. 
This is in line with the best practice of a great many other 
leading lawn mower manufacturers. 


Timken-equipped mowers sell better because Timken 
Bearings are so well known. Timken-equipped mowers work 
better because they are so free of friction and other forms 
of wear. It takes nothing but very little lubrication all 
season to keep a Timken-equipped mower as good as new. 


That’s what builds the reputation of Timken-equipped 
makes, and builds business for dealers who can say “‘It is 
Timken-equipped’”’. 


THE TIMKEN ROLLER BEARING CO., CANTON, OHIO 


TIMKEN 


Tepered 


ROLLER BEARINGS 
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a Best of All 
® You'll Never 














AY that t to othe up-to-the-minute house- 
| keeper—when she’s “shopping” for 
\ a vacuum cleaner, a washing ma- 
chine, or an ironer—and you'll have 
her interested at once. 








To her, the very idea of oiling is offensive. 
It at once suggests dirt, grime, soiled floors, 
oil-spotted floor coverings. 


And when you offer her an appliance with 
“NORMA” Precision Ball Bearings in the 
motor, in oil-tight, dust-proof, non-leaking 
mountings packed with enough lubricant 
for years of service, you’ve climaxed your 
sales argument with an advantage she'll 
not willingly forego. 





Let us tell you who the manufacturers 
are who are incorporating this great 





“NORMA” Precision Bearings improvement in their appliances. 

were the first ball bearings used 

in quantities,in electrical utilities. ‘ NORMA-HOFFMANN BEARINGS CORPORATION 

And more of them are being used CAMP OO «se UU —_ 
today, in high-class household oe 









appliances, than of all other 
‘anti-friction” bearings combined. G @ Y Re 9 9 
There is a good reason—which it 


is to your advantage to know. 


CZSTON 
QP BALL BEARINGS 
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HORTON No. 49 
The original Three -Cup 
Suction Washer 


HORTON 
3 1RO 


AUTOMATE 
30 Inch Roll 
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Profit by the countrywide demand 
for Bakelite Plates 


In every state there has been a 
remarkable growth in the popu- 
larity of Bakelite Switch Plates 
within the present year—and 
1927 promises far greater sales. 


The changeless beauty of 
Bakelite Plates, for they do not 
fade or tarnish, and the fact that 
Bakelite possesses high insula- 
tion value and therefore provides 
a “dead front’? switch have 


brought about a quick accept- 
ance of Bakelite Plates for build- 
ings of every type. 


Obtainable in brown, green 
and black, and in other colors, 
to harmonize with any wall 
decoration. Made by several 
leading wiring device manufac- 
turers to fit any standard type of 
flush switch. Your jobber can 
show you samples. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y. Chicago Office: 636 West 22nd Street 
BAKELITE CORPORATION OF CANADA, LTD., 163 DufferinStreet. Toronto, Ont. 























It is the fine appearance and 
obvious quality of Bakelite 
molded devices that makes them 
so easy to sell. It is their per- 
manent color and lustre, their 
strength and durability that 
makes them so satisfactory in 
service. 


Bakelite plates for both single 
and duplex convenience outlets, 
and Bakelite attachment plugs 
are made by a number of leading 


There is a ready market for 
Bakelite Plates and Plugs 





wiring device manufacturers. 
They make a most attractive 
and sales compelling display. 


In addition to the regular 
market for wiring devices, there 
is a splendid opportunity for 
profitable replacement sales. A 
well displayed assortment in 
window or show case is certain to 
produce results. Ask your job- 
ber to show you his line of 
Bakelite wiring devices. 


BAKELITE CORPORATION 


247 Park Avenue, New York, N. Y. Chicago Office, 636 West 22nd Street 
BAKELITE CORPORATION OF CANADA, LTD., 163 Dufferin Street, Toronto,Ont, 
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The One Minute Organiza- 
tion is attracting to it some 
of the country’s leading and 
most successful washer re- 
tailers. There must be a 
good reason and there is. 
Write us and we'll tell you 
the story. 
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Today the washer retailer must meet an entirely new 
situation. It is not enough to offer a mere something 
which will wash clothes. The modern housewife 
expects from a washing machine cleaner clothes— 
washed quicker and washed safely. She seeks appear- 
ance—-she demands quiet operation. You can give 
her everything and more in the new One Minute. 


ONE MINUTE MANUFACTURING CO. 
NEWTON, IOWA 














Some worthwhile oppor- 
tunities are open for the 
One Minute Franchise. We 
are ready to show any suc- 
cessful merchant something 
new and far reaching in 
merchandising electric 
washers. 






























The Perfection lroner is the 
result of almost 10 years of 
research and experiment by 
the man who perfected the 
first small household ironer. 
[t combines many important 
features exclusive with the 
Perfection — including the 
famous full-floating, self- 
aligning shoe! 


Ciimbing—climbing—the sale of electric ironers! 
Many, many more sales in 1927 to a public that 
now accepts the ironer along with the washing 
machine, the vacuum cleaner—a household 
necessity! 


In this coming year, an ironing machine that dces 
its werk well can bring you tremendous profits. 
Your public is able, willing, ready to buy. Now, 
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A Wonderful Year for 
Perfection Dealers! 


on the threshold of a wonderful year, is the time 
to choose an ironer that is mechanically right, 
beautiful in design, efficient in performance—an 
ironer designed and sponsored by a reputable 
manufacturer. 


Send today for our illustrated descriptive folder; 
also details of the Perfection sales plan. 


ONER 


T H THE PERFECTION 
& APPLIANCE CO. 
2111 Lyman Place, 
corner St. Aubin 
DETROIT, MICH. 
In Canada 
Maxwell’s, Ltd. 
St. Mary’s, Ont. 

























December, 1926 


Uy 


NS 


Gj 


V4) 


Vl 


Ve 


Zi 


WMV 


Vdd 


Yl“ 


Vd 


ddd 


ld 





Vl 


Yi 


Lf 
Yj 
V/I777 


Ze 
Ya 


Vdd 
YU 


. \ 
\ 

8 \ \ 
yo 


~ 


jl 
Aol | 


ly gyrate 


Va 


‘> 


ELECTRICAL MERCHANDISING 


AIG) 
SS 


} w, 
; : - 
: See AD 
oF -% < 
: ¥ @ m) 








. The Aristocrat 
O 
Electric Ranges 


Crysteel 


Send for our Safe and Sane 
Selling Plan 


Based on an intensive local adver- 
tising and selling effort within the 
resources and under the control of 
the dealer or dealers putting on the 
range campaign. 

A very practical, safe and sane 
program which will establish not 
only an immediate market, but pro- 
vide for a continuing good business 
in electric ranges. 

We provide all the material for 
organization, training, supervision, 
display and demonstration. 


Write today for full information 








In sheer beauty of line and 
finish these electric ranges 
spring at once to the front in 
contemporary design. 

In eficiency and economy of 
operation they remove the last ex- 
cuse for any other form of domestic 
cookery. 

In apparent salability they will 
satisfy the most exacting merchan- 
dise manager. 

In reliability and freedom from 
service ills they assure a high net 
profit on every installation. 





2} BENJAMIN ELECTRIC MFG. Co 
120-128 S. SangamonSt., 


— CHICAGO 
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Which electric clothes washing machine 
fully and forcefully has set at rest all 
doubts and uncertainties about the 
wringerless principle of drying? 





Which one focussed attention upon the 
importance of rinsing, and drying as the 
major tasks of the washday job and in- 
troduced the “Spin-Rinse, Spin-Dry” 


innovation? 


One name, and only one, immediately 
springs to mind: the “Savage.” 





Nationally advertised! 





Tested and approved by Good Housekeeping Institute 
and leading authorities. 
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Now Savage has developed another great 
laundering improvement, the Savage AIll- 
Electric Ironer. In appearance, in efh- 
ciency of operation, and simplicity of con- 
trol the Savage All-Electric is a worthy 
brother to the Savage Wringerless Washer 
and Dryer. Both are built entirely by 
Savage workmen in the great Savage Plant; 
both are “Guaranteed by Savage” and 
backed by Savage complete selling service! 








A line on your letterhead—or the coupon 
brings all the facts. 


Nationally advertised! 
@ 


@ 
Tested and approved by Good Housekeeping Institute ni SAVAGE ee ae 
and leading authorities. rs, ; 35 Savage Ave., Utica, N. Y. 


Gentlemen: 


I am interested in the Savage Washer 
Ironer. 
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AFETY — yes — Aerobell Vacuum Cup 
Washer has and always did have an auto- 
matic safety switch to protect person and ma- 
chines—satisfying a principle old in engineering 
practice. 


Can anyone remember a locomotive that 
didn’t have a safety valve? 


No—when the early locomotive snorted up;to 
primitive station awe and wonder of good folk 
of those days would be heightened by the 
sudden appearance of a jet of steam. Then 
the safety valve would be explained by the 
initiated. 

Every boiler has one—boilers have had them 
since earliest days. 


Aerobell’ssafety switch—the necessary safety 
valve of the mechanism—automatically and 
instantly stops the motor if the wringer, or the 
washer is overloaded. Clothes and mecha- 
nism are protected, blown fuses, burned out 
motor or stripped gears are prevented. 


Cause of overloading must be removed‘before 
the motor can again be started. 


This is one of many features of the Aerobell 
which were right from the start, and therefore 
needed no change. The history of Aerobell 
shows no frantic switching about in vain effort 
to find correct principles—-no—we found cor- 
rect principles in the first place. 


Burt Co. 


Cleveland, Ohio 
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PRINCIPLE 








Aerobell’s Automatic Safety Switch pre- 

vents blowing-out fuses or burning-out 

motor. It protects the entire mechanism. 

This feature reduces servicing to the 
minimum. 


HEN you sell a washing ma- 

chine that may soon become 
an orphan because a new model is 
put on the market, you jeopardize 
your greatest asset—the people who 
have the same kind of a machine 
that is giving real service. These b 
people are not on your payroll but 
they are a most effective sales organ- 
ization. 


This is the fourth of a series of ad- 
vertisements explaining why a wash- 
ing machine mechanically right 
should not be changed except in 
minor detail and is the washer you 
can most profitably sell. | 

























There are 


PRESENTS and PROFITS 


in this great Double A 


ABC 


Christmas a 
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Get Full Particulars at Once About This— 
the First Really Big NEW Idea Developed 
in the Merchandising of Washing Machines 
For Many Years. Write or Wire Today 


Altorfer Bros. Company 
America’s Leading Washing Machines - PEORIA, ILLINOIS 
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Cabinet Style 
All Electric 
jor the Home 








it RR PON itn et mc 


Model B 
With Open Stand 


Where a low priced, small mar- 
gin, quick selling ironer is 
desired this model is most 
desirable. Central Stations will 
find it of particular interest. 





Everywhere that the Smith Ironer has been demonstrated it has 
met with instant approval. It has satisfied all requirements for 
mechanical exactness, ease of operation and fine quality of work. 


rN AR Naha Lae AUTEM re 


The Cabinet Style Smith Ironer is one of the most attractive labor 
saving appliances ever put on the market and the enthusiasm on the 
part of the housewife whenever it is demonstrated, shows its 
wonderful retail possibilities. P 
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We have developed a thorough, practical and low cost sales plan which will enable the distributor to add 
a tremendous impetus to his regular sales effort. This plan operates most profitably for both the dealer 
and his sales organization. Let us send you full information. Write us today. 


Smith lroner 


e Smith Home Appliances, Inc., Syracuse, N. Y. 
Other Smith Mfg. Successes 
L. C. Smith Guns, L. C. Smith Typewriters Smith Premier Typewriters, Smith Wheels 
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DUNHAM SAF RH PREY wasnen 


° Sere => 7 
Rinses as it WHIRLS~ Dries as it WHIRLS~Needs noWringer 














The washer that offers the least al 
sales resistance, the one that can : 
be sold with the least effort and in 
the least time—that’s the one that 
will bring in the largest sales and 
most profits. It’s easy, then, to 
see why so many of the best ‘ 
washer salesmen are selling the f 
Whirldry. It’s easier to sell than ; 
outsell. A demonstration of ex- 
clusive Whirldry features plus ap- 
pearance and workmanship make 
the Whirldry the best seller in the 
washer field to-day. 


| 








The strongest demonstration g 











AWhirldry demonstration 
makes selling easy/ 


It’s easy to sell washers with such a 
demonstration of advantages as the 
Whirldry offers. The double-washing 
action that makes a thorough and 
clean wash possible; the Whirl-rinsing 
that rinses the clothes in less than 
two minutes; the Whirl-drying without 
a wringer that gives faster and better 


drying in a spinner-basket with un- 
perforated sides; the self-emptying 
feature that makes emptying possible 
in about a minute without aid of special 
attachment of any sort— these and 
the many other 100% labor saving ad- 
vantages of the Whirldry make selling 
easy. 








Washing—The double wash- 
ing operation produces 
cleaner clothes in less time. 


Whirl-Rinsing — Needs no 
special nozzle, gives a bet- 
ter, easier and faster rinse. 


Whirl-Drying — A touch ot Emptying—Empties itself in 
the switch rod without ad- one minute without any 
justing basket in any manner. accessories or attachments. 


us WINCHESTER Prestige 


TRADE MARK 


AddtothemanyWhirldry advantages, 
Winchester reputation and prestige 
—then consider what the combination 


means to your position in the washer 
field. 


All of the manufacturing facilities and 


strength of one of the country’s oldest 
and best known manufacturers stands 
behind the Whirldry. With Win- 
chester ability and stability, the Whirl- 
dry now offers better sales possibilities 
than ever before. 


GEORGE W. DUNHAM CORP. 
275 Winchester Ave., New Haven, Conn. 


It’s easier to sell the Whirldry 


than to outsell it 


If your territory is still open, there may 
be an opportunity to tie up with the 
greatest selling washer in the field. 


Fill in the coupon now and get the 
complete details. 


0 gets the sale 
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NOW $153 















WOODROW MANUFACTURING COMPANY 


NEWTON, IOWA 












Akin to the joy of Christmas giving is the 
joy of value giving—of knowing that you 
are giving your customers honest dollar- 
for-dollar value they cannot duplicate else- 
where. 


You will enjoy this feeling of satisfaction in 
selling a Woodrow Washer. For nowhere 
else, at any price can the public buy a 
washer embodying the features of con- 
venience, the automotive lubrication sys- 
tem, the complete ball and roller bearing 
driving mechanism found on the Woodrow 
Model 20. And at a price exactly the same 
as that of six other standard makes, it is 
unquestionably today’s biggest washing 
machine value. 
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It Leads the World 
in Washer Value 
The NEW Model 20 AUTOMATIC is the 


ELECTRICAL MERCHANDISING 


one bright star in the constellation.of Washing Machines. 


In the short period of 30 days it has been accepted by hundreds of dealers who 
have sold AUTOMATIC Washers for years, as well as scores of new accounts. 


Its Path to Fame is Already Assured 


More telephone orders—more telegraphic orders—more special 
delivery orders for carloads and quantity shipments have been 
received for this NEW Model 20 than on any previous 
AUTOMATIC Washer. 

The cry of American housewives—“Give us a Good Washer for 
Less Than $100” is emphatically answered in the Model 20 
AUTOMATIC, with its well-known HYDRO-DISC (Speed 
with Safety) washing principle. 

It’s the Washer for the masses—the millions. It is bound to 
increase your Washer sales because it automatically increases 
your washer prospects. 


See What You Give Them 
for Less Than $100 


Patented Aluminum Hydro-Disc washing principle—Copper 
Tub, self-draining—Steel and Aluminum Swinging Wringer— 
12-inch Cushion Rolls—Two Aluminum Drain Boards—Ac- 
cessible Top Drive—Steel parts secure lightness with increased 








5! 














strength—Substantial—Q uiet—Simple to operate— yrs 
Rust-proofed with Udylite—Attractive Duco finish. 


Write NOW for descriptive broadside and $ Gentlemen:—Please 


prices on your new Model 20. 


surprisingly Low Prices : 


Automatic Electric Washer Co. : om 
135 W. Third St. Newton, Iowa 


Tow: 


AUTOMATIC ELECTRIC WASHER CO., 


135 W. Third St., Newton, Iowa. 


1 


send me full information and 
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to make the most com- 





plete home ironer 





AS A KITCHEN TABLE more so. The addi- 


tion of the swivel all 
Every 


purpose table top 
makes the 30 in. Rain- 


Home 
that 
has an 


bow just about a 100% 
convenience—fits any 
situation—can be used 
in laundry, kitchen or 
sewing room. Connects 


to ordinary wall plug. 





electric 








AS WORK TABLE WHEN IRONING 
washer 


“ 


isa 


washer, need stand over a hot ironing-board to finish her work. She can 

sit at a Rainbow, and do her ironing in the same delightfully, modern easy 
way. If she needs only a small size, she can have the Rainbow Thirty,—if she has 
a large home and family the Rainbow Forty-six will better meet her needs. 
Models in either size for gas or electric heating. 


é¢ 6 9) 
ain OVW The housewife who owns a Rainbow will want her friends to come in and see 


how beautifully it irons;—she can’t help being proud of its easy operation and 
completeness. ‘The finger-tip control-bar, running the length of the ironer is a 


prospect popular Rainbow feature, as is also the built-in thermometer, pressing attachment 


N" WOMAN, having quickly disposed of her Monday wash via the electric 


and end shelf. 


Wide-awake dealers are profiting by Rainbow sales,—because they have everything 
that the housewife wants; and not the least of these is steady, efficient performance. 


aainboy, Write now for further information,—the number of potential Rainbow owners is 
AUTOMATIC 


IRONER increasing all the time. 


RAINBOW APPLIANCE 
CORPORATION 


11-27 Hand Street 
Rochester, 


N. Y. 







RAINBOW 
APPLIANCE 
CORP. 


19-27 Hand Street 
Rochester, N. Y. 


Please tell us more. 
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Unlimited Sales Opportunity 


The Improved 


POMeIr 


At last, here is an ironer which 
offers the dealer the utmost in 
sales possibilities. It was designed 
and built around the ideas of 
housewives and dealers. It is un- 
usually simple to operate and is 
low in cost. Its many points of 
superiority overcome sales _re- 
sistance. It offers a real profit to 
the dealer. 





Simplicity Plus Efficiency 











Lever Control makes operation simple and 
12522 List Price easy. It has a full 30-inch roll with an 












































The Improved York Ironer with its Single 


8-inch open throat. The pressure equalizer 
enables the user to iron an article that is 
thick or folded at one end and thin at the 
other. All gears are packed in lubricants 
in sealed housing. Oiling necessary only 
every two or three years. Two types, gas 
or electric heat. 


seme | iberal Discount 














Write 


There are still some territories open. Write 
today for details of the York franchise and in- 
formation on our unique “cumulative” discount 
plan which provides an exceptionally generous 
profit for you. 


Dealers Today 








Single Lever Control 





The illustration shows the SINGLE 
LEVER CONTROL, This simplicity 
in operation is a most effective 
selling point and means easy operat- 
ing for the user. 
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/HLNDSIGHT 


Prescribes 


“New Gainaday 


por 1927 
















ECEMBER is the time of 
year to be critical,—the time 
to look backward and, in the light 
of past experience, to plan for a 
bigger year in 1927. 


Looking back, it is easy to see 
why the New Gainaday looms 
large as a profit producer. On 
account of its attractive appear- 
ance, it is easy to sell. Because it 
does its work well, it stays sold. 
Being durable and simple, it has 
cut dealers servicing costs to 
practically nothing. It has no real 
competition. Through and 
through it is a quality washer at 
a popular price—the kind of 
washer that dealers have been 
hoping that some manufacturer 
would someday place on the 
market. 


The New Gainaday fran- 
chise is putting $yrup on the 
bread-and-butter of hundreds of 
dealers. And who doesn’t like 
$yrup? 
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Ask us to send you The 
“Compare” Broadside. It 
tells the New Gainaday 
Story. 








GAINADAY ELECTRIC CoO. 3014 Liberty Ave., prrTsBURGH, PA. 
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SALES RESISTANCE 
with 


ROYA 


Two Royal Models, sup- 
ported by strong practical 
sales co-operation, enable 
the Royal Dealer to meet all 
competitive conditions and 
sell all classes of trade. 











Super ROYAL 

‘The Super Royal gives you supreme quality 
and ample margins on which to canvass aggres- 
sively and at a comfortable profit. Super Royal 
brings you the cream of the high class trade 
—clubs, hotels, churches, apartment buildings, 
office buildings, stores and fine residences. 
Buyers who want the best will choose Super 
Royal in competition with any cleaner made, 
regardless of price. 


La ITANaAaATA 

The same identical machine that. has been 
approved by “(Good Housekeeping” since 1913, 
radically reduced from $62.50 to $48.50, with 
attachments. In quality and performance, 
Royal Standard is second only to the Super 
Royal. It dominates the great and growing 
market for a good cleaner at a popular price. 


The P. A. GEIER COMPANY 

540-560 East 105th Street 
CLEVELAND, OHIO 
CONTINENTAL 
ELECTRIC CoO., LTD. 


507 King Street, East, 
Toronto, Canada 
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This advertisement is one 
of a series appearing in 
four colors in the Saturday 
Evening Post and in black 
and white in a number of 
other national magazines. 
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Loading up 
-where the loading is good 


HAT merry old gentleman, jolly 

Saint Nick, decidedly knows where 
the loading is good when he loads up at 
the Graybar dealer’s store. (Graybar ap- 
pliances fill so many needs; and Graybar 
national advertising has told him so.) 


The dealer loads up, too. He loads up 
with satisfied sales and regular customers, 
for every Graybar household appliance 
sold opens the way for other Graybar ap- 
pliances. 





And why not? Every Graybar household 
appliance is quality all the way through, 
a product that has built into it all the skill 
and knowledge gained in 56 years of 
service as the Supply Department of 
Western Electric. That experience guar- 
antees the worth of all the 60,000 elec- 
trical items made immediately available 
by Graybar’s 59 distributing houses. 


Offices in 59 Principal Cities 
Executive Offices: 100 East 42nd St., New York 


GraybaR 


ELECTRICAL SUPPLIES 
Successor to Western Eleciric Supply Dept 
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This will be a Vacuum Cleaner Christmas 
Make it a Merry Christmas for yourselves 
and your customers by selling 
The 
BALL BEARING 


Gdillac 


Master of Cleaners! 










For the 
Holiday 
Trade 


This FREE Set of Attachments 
with every Cadillac 


Every CADILLAC User is a satisfied user and every CADILLAC 


that you sell is an investment-in good will. 


The no-oiling feature of the Ball Bearing CADILLAC is but one 
of its many superior points of excellence. More power, better fan 
construction, adjustment for rugs of varying thicknesses, and then 
to cap the climax a free set of attachments with every CADILLAC 
makes its sale an event of importance to you, for you are not only 
assured of a good profit, but you make a customer for life. 


So by all means lay in a supply of CADILLAC Electric Vacuum 
Cleaners for the holiday trade. Dealer helps—national advertising, 


trade-in and local advertising allowances, sales co-operation—are 
offered our CADILLAC dealers. 


Let us send you a sample for your comparison. 


CLEMENTS MEG. CO., 615 Fulton Street, Chicago, Illinois 


‘a Manufactured in Canada by Export Department: 149 Broadway, N. Y., N. Y. 
ements Manufacturing Company, Limited : oe x 
71 Duchess St., Toronto, Ont. Pacific Coast Distributors: 
: ; = . 
ew Yast Dhitetee: F. E. Spencer, 929 W. 8th St., Los Angeles, Calif. 


H. M. Walter, 70 Fifth Ave., New York, N. Y. Ray Bentley, 219 Worcester Bldg., Portland, Ore. 
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ROCKBESTOS 


-~the asbestos covered wire 


You have 


never fatled 


us / 




























Your problems are ours too and we are always 
ready to assist in solving them. Samples of 


a Our wire sent on request. 
Heater Cord 


Heating elements 
a ae ROCKBESTOS PRODUCTS 
Electric Range Wire Cc Oo R P Oo R A T | O N 


Switchboard Wire 
Allasbestoscovered 5942 Grand Central Term. Bldg., New York NEW HAVEN, CONN. 224 Madison Term. Bldg., Chicago 
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Good Housekeeping 
%, ° Institute ws, 


0 
HOUSEKEEPING MACE 


This Seal and Selling Costs 


The “On Trial” and “Easy Terms of Payment” methods of selling laun- 
dry machines, vacuum cleaners and similar applicances cost dealers a 
pretty penny when sales do not stick. There is no profit in returned or 
repossessed merchandise. Necessary evils, they can be kept at a profit- 
able minimum by selling goods displaying this Seal. Such goods sell 
well and stay sold. 





For this Seal guarantees satisfaction. It is granted only after rigid 
technical and practical tests have proved results in actual use. Every 
product so approved carries Good Housekeeping’s money-back guaranty. 
Women know this Seal and the Guaranty, and buy more willingly. 


Often sales can be closed simply by pointing to the Seal. 


Check your stock for items advertised in Good Housekeeping. Feature 
them and see what better sales, what good friends this Tested and 
Approved merchandise will bring you. Good Business, Good House- 
keeping and Good Will naturally go together. 


GOOD HOUSEKEEPING 


119 WEST 40TH STREET NEW YORK 
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For Christmas 


Win buyers by window 
displays of Tested and 
Approved Merchandise. 
Tie up with manufacturers’ 
advertisingin Good House- 
keeping. Window Display 
Cards— 22x28 in. in two 
colors — showing Seal of 
Approval and money-back 
Guaranty are supplied deal- 
ers FREE. Write for them 
today. 
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JOBBER’S REPORT: 





that this New Automatic Electric Toaster 
for the home has gone over in big league style 
If you want to add this profit-maker 20 


to your line—mail the note below NOW. 


“Our men got 95% distribution for the 
‘Toastmaster Automatic Electric ‘Toaster 
on first calls,” states an Iowa Jobber. 
“Express 144 ‘Toastmasters,’ wires a 
Chicago Jobber one week after stocking 
this novel toaster. 


Reports and wire orders like these coming 
in from all sections prove one thing—that 
the public is buying the ‘Toastmaster. 
Hence, it is a real profit-maker for Jobbers 
and Dealers alike. 


Nothing else like it 


‘The reason the Toastmaster has gone over 
in such big league style is simply this. It 
is the first automatic electric toaster for the 
home. A toaster which makes perfect toast 
every time—without watching, without 
turning, without burning. 

Just 3 simple, fascinating operations and 
the toast is made. 1. Drop a slice of bread 
into the oven slot; 2. Push down the two 
levers; 3. Pop! Up comes the toast when 
it’s done—and the current is automatically 





Uihhhiays 


I Drop the bread into Press down the two 
the oven slot. levers. 


Fhe TOASTMAS 





Reasons Why 
The Toastmaster 


Will Sell Quickly 


turned off. The  result—golden-brown 
toast. Crisp and crunchy on the outside. 
Soft and tender on the inside. And always 
piping hot. 


. New and different. 

. The only 100% Automatic 
Hlectric Toaster. 

. Attractively finished in flash- 


Used in famous eer 
eating places 4. Toasts 2 sides of bread at 


once and takes a larger sliee 
aa : than most toasters. 
You can sell the Toastmaster with perfect . Toast is always piping hot 


assurance that it will “stand up.” For it eee ee 
is a small edition of the Strite Toastmaster 6. Toast Kent warm by retained 
which has been used for years in famous 7. Toasts bread to individual's 
Restaurants, Hotels and Sandwich Shops. nee: 


8. Fascinating to use. 


wn 


a 


It has been tried and tested and found 9. These. shmade eqesttiina és 
highly successful under actual working poeithsrg 
a 10. Electric current shuts off 
conditions. automatically. 
ss 11. No watching—no turning—no 
Act at once! burning. 
i - 12, Same as used in famous 
As you know, the easy sales and quick profits hotels and restaurants. 
always come with a new proposition—such as 13. Other duties can be done 
he Toas : ff S i while toast is being made 
the oastmaster offers now. SO we urge you without fear of burning. 
to act at once. 14. Impossible to overheat and 
; : burn out heating elements. 
Read the 20 specific selling features shown at 15, Hard rubber legs prevent 
the right. Then tear out the note addressed to a — * 
. . . a “4 apie, 
your secretary instructing her to write for com- 1G, Makes perfect uniform: toast, 
plete information—list price and jobber and 53. Seeds eeeeele: canbe: 
dealer discounts. No cost or obligation. 18. Prevents burning of fingers 


19. Easily operated—even by a 
child 

20. So well constructed it will 
outlast any other togster 





Note to Secretary 





Write to the Waters-Genter 


Pop! When the toast is : . 
done, up it comes—and Company, 221 No. Second Street, 


the electric current is au- Minneapolis, Minnesota, in- 


tomatically turned of. structing them to send me list 


price and jobber discounts and 
full details of the new Toast- 
master proposition. 
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MOST USEFUL OF 
VACUUM CLEANERS 


TLOW adds 


a (Polisher 
Clttachment 


No OTHER CLEANER HAs 
A REVOLVING FLOOR POLISHER 
RUN By THE SAME MOTOR. 








And this wot cxten service és 
But One OF SEVERAL Pius VALUES 
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(Below) 

This Vac-Mop 
included without 
extra charge suc- 
tion cleans bare 
floors and with an 
extra fringe is un- 
excelled for clean- 
ing walls. 

















' 
vi GL ye ge 
2 “ wy 











Here's the new ' 


Floor Polisher: 


In thirty seconds, by your watch, any 
Sweeper-Vac salesman will make the change 
from a vacuum cleaner to a floor polisher. 
A stiff bristle brush revolving at high speed 
it gives a wonderful lustre without labor. 


| tiene 
Service | § 
pledged 
by its 
Makers 




















M.S.WRIGHT CO. Worcester, Massachusetts 


i 
Ne wilh 

vad ig 
of 


"Sy i hauge” 
Ki st OW wr 


and don’t overlook 








~ THESE STRONG AND APPEALING SELLING POINTS 







(Tactory 


Allowance 
made on 

Traded-In 
Cleaners 
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Decorate with Artistic 


COME TO CLEVELAND! 


National Exhibition of 


Lighting Equipment 


Joint Conventions of National Association 
of Lighting Equipment Dealers and Artistic Lighting 
Equipment Association will be held at the 


On Display 


*Ceiling and wall fixtures 
Table and floor lamps 
Lamp shades and illumi- 

nating glassware 
Industrial and commer- 
cial units 
Lighting equipment — 
parts and supplies of 
all kinds 


Metal furniture, etc. 


ARTISTIC 
@ LIGHTING EQUIPMENT # 
*® ASSOCIATION : 





A NATIONAL ORGANIZATION 


Watch for this emblem when 
buying lighting equipment. 
It is a guarantee of honest 
merchandise at a fair price. 


Hollenden Hotel, January 31 to February 5, inclusive 


H_ErE, all that is best and modern in lighting equip- 
ment will be displayed under one roof. This is the 
only exhibition of its kind—nothing of greater educa- 
tional or business building value to the lighting 
equipment industry or to the user has ever before 
been attempted. 


Any lighting equipment manufacturer, jobber, 
dealer, builder, electrical contractor or architect, 
who would know of better artistic lighting equipment 
of quality, should attend this exhibition. Here, also, 
you will gain a more thorough understanding of what 
can be accomplished through co-operative effort in 
increasing lighting equipment sales and installations. 


Come to Cleveland—your attendance at this ex- 
hibition will result in knowledge that can be turned 
to profit. 

Certain days this exhibition will be open to the 
public, also, and these buyers are certainly interested 
in what you can provide them in better and more 
artistic decorative lighting equipment, properly de- 
signed to harmonize with their surroundings. 

Again, come to Cleveland! The most modern 


equipment for the home, factory or public building 
will be displayed here. ° 


Complete Details—Reduced R. R. rates will 
apply. Those desiring information as to space for 
exhibits may secure all details by writing or wiring 
Artistic Lighting Equipment Association, 424 Guar- 
antee Title Bldg., Cleveland, Ohio. 


Lighting Equipment 
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BAVA EE RE COR A 


Home Ventilating Fan that 


sells on sight 











Home Ventilation At- 

fords a Large Market. 

Are you selling your 
share? 


The increased interest 
in home ventilation has 
opened up a vast new 
field for the wide- 
awake electrical jobber 
and dealer. Our plan 
enables you to sell this 
field at minimum cost 
to you. 





| 


Distributors of the Buffalo Breezo line of fans tell us 
that this home ventilating fan sells on sight. Men like 
its sturdy, light weight construction and easy installa- 
tion. Women admire the handsome red and grey finish, 
silent motor, reversing feature, and the effectiveness 
of the fan in operation. 


Exclusive Features 


When you point out the all-steel, vibrationless construction of the 
whole unit, the sturdy, fully enclosed motor which requires lubrica- 
tion only once every 1500 hours of running, the simplicity of installa- 
tion and operation, and the remarkably low price of the fan—you 
have little difficulty in closing the sale. 


Special Distributors’ Plan 


Buftalo Distributors work under an exceptionally attractive plan 
which does not tie up money in a stock of fans yet enables them to 
make quick delivery. If you haven’t had our proposition by all 
means write for it today— 


BUFFALO FORGE COMPANY 
205 Mortimer St.; Buffalo, N. Y. 
In Canada—Canadian Blower & Forge Co., Ltd., Kitchener, Ont. 
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mA ‘ 
Super- 


Marvel 


The fastest selling violet 
ray in the electrical trade. 
» . ( 


























3235 -329 ST 38 STREET NEW YORK CITY 
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Sell it as a 
more 
intimate 
gift 


Probably because most people like to 
display a little sentiment in their gift 
giving, there is a very noticeable swing 
toward more personal gifts. 


Every woman’s first instinct is to keep 
attractive. 


Take your cue from the beauty parlors. 


They are using the violet ray to restore 
‘the freshness and bloom of health to the 


complexion, to refresh tired nerves and 
musclés; and to ‘‘tune up” the entire 


Hoh Meh ER” 


The beauty parlors are creating a de- 
mand on which you can capitalize. 


We are making shipments the same day 
orders are received. Wire your initial 
order. 


LIST $17.50 


Complete with 3 electrodes in silk-lined 
carrying case. 


EASTERN IABORATORIES=: 
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ore reasons 
why RomexX is 








The proven safety of RomeX is not directly depen- 
dent upon the care and skill with which RomMeEX is 





installed, as with most other systems. The super 
insulation and sturdy mechanical strength of RomEX are 
built into every last inch of this cable at the Rome Wire 
Company’s mills. 


) The finish and patented construction of RomEX— 
y= backed up by four years of field experience and labor- 
atory test—withstand the attack of moisture, acids 
and other destructive agents indefinitely. Rust and corro- 
sion do not discount the lasting safety of a RoMEX install- 
ation as they do the safety of most all-metal jobs. 


Rome Wire Co. 
Rome, N. Y. 












aa ol 
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ae i — 
NON-METALLIC 
SHEATHED CABLE 
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RomeX is Really Armored 


The rubber covered conductors of 
RomeX are sheathed by two sturdy 
kraft tapes which provide very real Pull—and this tough outside wrap 
protection for the conductors of thi of the sturdy RomeX sheath un- 
pioneer nonemetallic sheathed cable. winds itself, 


Removing Outer Tape 


Removing the outer tape of RomeX 
is ag easy as ripping the outer braid. 








Stripping RomeX 


Stripping RomeX at joints is made 
simple by the RomeX rip cord pro- 


vided for this express purpose. 
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Hoover sales through 

dealers last year exceeded 

$15,000,000.00 — probably 

twice the total dealer sales 
of any other cleaner! 


THE HOOVER COMPANY, NORTH CANTON, OGHIO 


The oldest and largest maker of electric cleaners. The Hoover is also made in Canada, at Hamilton, Ontario 
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Mer chandising as a builder of 
Better Standards of Living 


N HIS remarkable address before a recent 
gathering of advertising men at Washing- 
ton, President Coolidge discussed the social 
service which aggressive merchandising and 
sound advertising are performing, in elevating the 
living standards of the American public. Reveal- 
ing that faculty for inspiring and clear-cut utter- 
ance which has characterized Mr. Coolidge’s state 
papers and addresses, the accompanying excerpts 
outline his lofty conception of the part played by 
advertising and selling in re-shaping the habits 
and needs of the individual citizen, so that now 
American living standards lead the world. 
Formerly it was supposed that merchandise 
would “sell itself.” But with constantly new ideas 
and new devices being turned out under the mass- 
production conditions of today, new energies of 
consumer-education and selling must be brought 
into play. And out of the application of these 


twin principles of mass-production and intensive- 
salesmanship have come new levels of productiv- 
ity, earnings and living,—shared in by every 
household and individual in the land. 


T IS the electrical industry, particularly, we 

think: which should catch fresh inspiration 
from the President’s message, defining the higher 
responsibilities of merchandising in this new light 
of social service. Interpreting carefully and con- 
siderately Mr. Coolidge’s observations on the gen- 
eral situation, it is right here in our own field that 
undoubtedly the supreme opportunity exists for 
applying energetic merchandising and intelligent 
publicity to broadly humanitarian ends. For no 
other industry compares with the electrical in hav- 
ing merchandise to offer which will indeed bring 
about such revolutionary new standards of con- 
venience, comfort and leisure in everyday life. 














Calvin Coolidge on Social Service Value 
of Modern Advertising 


ORMERLY it was an axiom 

that competition was the life 
of trade. Under the methods of 
the present day it would seem to 
be more appropriate to say that 
advertising is the life of trade. 


7 Government can do much 
by setting up correct stand- 
ards, but all its efforts will fail 
unless it has the loyal support of 
the business men of the nation. 
If our commercial life is to be 
clean and wholesome and perma- 
nent in the last resort, it will be 
because those who are engaged in 
it are determined to make it so. 
The ultimate reformers of busi- 
ness must: be the business men 
themselves. 





‘PP HE results of prosperity are 
going more and more into the 
homes of the land and less into 
the enrichment of the few; more 
and more to the men and women 
and less and less to the capital 
which is engaged in our economic 
life. If this were not so, this 
country could not support 20,000,- 
000 automobiles, purchase so 
many radios and install so many 
telephones. 


was we stop to consider 
the part which advertising 
plays in the modern life of pro- 
duction and trade, we see that 
basically it is that of education. It 
makes new thoughts, new desires, 
and new actions. By changing the 
attitude of mind it changes the 


material condition of the people. 


DVERTISING is not an eco- 

nomic waste. It ministers to 
the true development of trade. 
Rightfully applied, it is the 
method by which the desire is 
created for better things. When 
that once exists, new ambition is 
developed for the creation and use 
of wealth. 


O LONG as our economic 

activities can be maintained on 
the standard of competition in 
service we are safe. If they ever 
degenerate into a mere selfish 
scramble for rewards we are lost. 
Our economic well-being depends 
on our integrity, our honor, our 
conscience. 
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NET PROF IT) 
ASED on Electrical Merchandising’s study of the 


electrical dealer’s cost of doing business the receipts 
of the 309 business days in the year divide as follows: To pay for publicity the receipts of 8 days 


To pay for merchandise the receipts of 214 days 


To pay for selling expenses the receipts of 29 days 


To pay for administrative expenses 
the receipts of 23 days 





. | OE 
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To pay for occupancy the receipts of 10 days 


To pay for taxes, insurance and depreciation 

the receipts of 9 days 
To pay for free service rendered the receipts of 3 days 
Leaving for net profit the receipts of 13 days 
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Increasing me Net Profit 
by control of expense 


By S. J. RYAN 


Merchandising Counselor 


’-§ “HE cost of doing business—in 

| general retailing—has not de- 

clined in at least twenty years. 

On the contrary, despite enormous 

increases in both volume and turn- 
over, it has actually increased. 

This does not mean, of course, that 
individual items of expense have not 
been reduced, but the cost of doing 
business as a whole operation re- 
mains practically stationary. 

Naturally, we are referring to the 
percentage cost of doing business. 
One thing we have definitely learned 
is that large increases in volume do 
not reduce costs. In this, retailing 
differs from many industries. 

This is explainable by the fact that 
while costs decline as volume in- 
creases, a point is soon reached where 
it becomes necessary to increase the 
amount of supervision, of equipment, 
of capital, etc., to properly conduct 
the operation. 

If these seemingly necessary addi- 
tions are ignored, the operation will 
invariably become less efficient and, 
naturally less successful. If they are 
made, the expense ratio rapidly rises 
to its former level, and sometimes 
beyond. 

This is a rough outline of condi- 
tions as they prevail today in retail- 
ing. Progress toward a solution is 
being made but it is greatly handi- 
capped by lack of certain essential 





information, especially upon the part 
of the smaller retailers. 

Obviously the way to cut costs is 
to control expenses. But this involves 
(a), a knowledge of your costs, as 
detailed as practicable; and (b), the 
establishment of the most efficient 
standards in each division through 
comparison with similar operations. 

Naturally this is only a beginning 
—these are merely the tools the mer- 
chant uses in his work of cutting 
costs—but, first of all, he must have 
tools. 

The degree of success attending 
his efforts will depend upon his in- 
dividual ability. 


Some Expenses Can Not Be 
Controlled 


Some expenses are primarily out 
of the control of the merchant, as 


pointed out in the report of Com- 
mittee IV to the National Distribu- 


tion Conference. These they classify 
as taxes, licenses, insurance, interest 
on monies borrowed and owned, re- 
pairs and depreciation of store equip- 
ment. 

This classification is a fair one but 
the writer questions the items of in- 
surance and interest, or at least a 
portion of them. A faster turnover 
of stock, meaning a smaller invest- 
ment, would reduce both of these 
items, and that is something the 
merchant can and must control. 

This is proven by the fact that the 
slower the turnover the higher these 
items are, as shown in the costs of 
doing business tabulations in the re- 
port referred to. For example: in 
retail groceries they amount, com- 
bined, to 1.3 per cent; in shoe stores 
to 3.2 per cent; in hardware stores 
to 3.65 per cent and in retail jewelry 
stores they reach 5.6 per cent. 

However, we must recognize that 


The next steps of progress in retailing 
will be in the direction of further re- 
ducing of expense and the elimination 
of the “mark-down.” 
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many of our expenses are practically 
uncontrollable, but fortunately the 
ratio to the whole is not alarming. 
As reported by this committee, the 
percentage of uncontrollable expense 
to the whole in various retail busi- 
nesses is shown below. 

From this table it will be noted 
that with the exception of central 
stations doing a merchandising 
business, shoes, hardware, jewelry, 
drugs and department stores with 
annual sales of less than $1,000,000, 
the primary uncontrollable expense is 
less than 15 per cent of the total 
expense. This leaves plenty of mar- 
gin for the merchant who has a 
knowledge of his costs to work upon. 

What items constitute this mar- 
gin? First, and largest, is Salaries 
and Wages. These, of course, include 
management salaries, and vary in 
department stores from 13.7 per cent 
to 15.5 per cent, of retail sales in 
jewelry stores from 15.9 per cent to 
18.4 per cent; in drug stores 15.6 
per cent; auto tire and accessory 
stores from 11.3 per cent to 13.1 per 
cent; specialty stores 14.8 per cent; 
hardware stores 10.72 per cent to 
13.68 per cent; electrical contractor- 
dealers average 16.8 per cent and cen- 
tral station merchandising 14.3 per 
cent. 

The variations are due to volume 
classifications, and in no single case 
excepting jewelry and auto accessory 
stores, did the stores with the largest 
volumes show the smallest percent- 
ages. So bigness isn’t the answer to 
that one. 


Next, in order, is Rent. This is an 


expense which one generally assumes 
reduces in percentage with volume, 
but this is not always so and usually 
only for short periods, as explained 
in the fore part of this article. In 
the case of grocery stores the largest 
stores showed the smallest percent- 
age, namely 1.2 per cent; but in shoes 
they were the highest, 4 per cent. 
In jewelry stores, the largest stores 
were about half way between, 4.5 per 
cent, whereas the largest department 
stores showed the highest rental per- 
cent, 3.1. 


Other Controllable Items 


Advertising is a perplexing prob- 
lem and one badly in need of control 
by all retailers. Shoe stores run 
from 1.5 to 3.8 per cent; department 
stores from 1.7 to 3.0 per cent; jew- 
elry shops range from 2.0 to 3.7 per 
cent; specialty stores 3.8 per cent; 
hardware stores from 0.67 per cent 
for stores doing less than $25,000 an- 
nually to 0.83 per cent for $100,000 
and over stores; clothing stores 1.98 
per cent. These are not total public- 
ity figures, but merely the actual 
space used. Central stations in 
Electrical Merchandising’s study of 
operating costs were shown to spend 
3.2 per cent on publicity and electri- 
cal dealers 2.7 per cent. 

Other controllable items are Sup- 
plies, office and store; Heat, Light 
and Power; and (though these are 
listed as “Expenses Due Principally 
to Competition” by the Committee) 
Delivery and Bad Debts. These form 
no inconsiderable portion of the total 
cost of doing business. Because they 








Retail hardware, 1924. 
“jewelry, 1924... 


“ 


sory, 1923....... 
“ drugs, 1919..... 
“ furniture (low) 
“cc “ (high) 


than $1,000,000 annually) . 


| $1,000,000 annually)..... 
Electrical dealer.......... 
Merchandising central sta 

tions 








Percentages of Uncontrollable Expense* 


auto tire and acces- 
clothing, 1919........ 


| Department stores, 1924 (less 


| Department stores, 1924 (over 


Percent of | 
Uncontrol- 
Uncon- Total lable to Total | 
trollable Expense Expense 
5.10 24.41 21.0 | 
7.70 38.30 19.9 | 
3.60 25.50 14.2 | 
4.70 27.60 17.3 | 
1.96 20.41 9.6 | 
3.00 27.00 11.1 
4.00 40.50 9.9 
4.65 28.20 16.5 
. 3.65 30.10 12.5 
. 3.30 27.00 12.2 
. 4.90 26.00 18.4 


* Taxes, licenses, insurance, interest, repairs, and depreciation of store equipment. 
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are small individually, many mer- 
chants do not accord them the atten- 
tion they deserve. This is a grave 
error. At no time in the history of 
retailing has it been more necessary 
to watch every penny of expense 
than it is today. 

Another source of expense more or 
less common to all retailers is the 
“convenience” costs. Unfortunately 
no attempt has been made as yet in 
any line with which I am familiar to 
properly allocate these particular 
costs. In the electrical business they 
consist of such things as “free wash- 
ings,” “clean your rugs free,” etc. 
They may be a “convenience” to the 
customer but they are a nuisance and 
an expense to the dealer. 

They are usually born of senseless 
competition and we all know they eat 
into our legitimate profits in an 
amazing way. 


Depreciation 


A final cost I desire to touch upon 
at this time, is stock depreciation, or 
“mark downs” as we call them. 
These are usually due to over-stock- 
ing, ignorance of consumer demand, 
changes in style, etc. Every retailer 
is familiar with the high percentage 
of his losses (costs under another 
name) due to this source, but very 
few seem to profit by placing their 
purchases and stocks on a strictly 
turn-over basis. This is the only 
remedy. 

Practically every electrical mer- 
chant has in his possession now the 
figures and facts necessary to make 
an analysis of his costs such as has 
been done in the lines mentioned 
above. It is a simple process to dig 
them out and classify them (as was 
done in Electrical Merchandising’s 
survey of last year). Without a 
knowledge of them you cannot control 
them and if you don’t control them, 
they’ll control you. 

I am reminded of an electrical 
merchant in a Mid-West city who 
had to pay dearly for his education 
in this respect. 

This chap was an industrious, in- 
telligent, and successful salesman 
with an appliance organization. A 
successful selling future was freely 
predicted for him, but he felt the 
urge to be his own boss—to build his 
own business. 

Acquiring a sub-agency for the 
same devices he had formerly sold, 
his little home became his place of 
business. He prospered from the 
very first, but he failed to realize 
that this was really due to the fact 


—Vette. 
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The first step toward controlling expense is a 
regular statement of operating costs in detail 


that his commissions (gross margin) 
had increased without a proportion- 
ate increase in expense. As a mat- 
ter of fact, he had practically no 
increase in expense over his previous 
status as a salesman. 

An excellent salesman, he lacked 
the balanced judgment of the suc- 
cessful merchant. Prosperity made 
him somewhat scornful of the “old 
fogy” suggestions of more expe- 
rienced dealers. 

If he could make so much by his 
own unaided efforts, he could triple, 
yes increase these earnings ten fold, 
by other men’s efforts. If every man 
he hired was only half as good a 
salesman as he was, twenty men 
could pile up ten times his present 
profit, and his share would be no 
mean proportion. ry 

He secured a truly excellent loca- 
tion on a very favorable lease. One 
vital thing he overlooked right there 
was protection in the event of ex- 
pansion. Likewise he figured his in- 
creased expenses would practically be 
only in rent and other occupancy 
charges. But his good wife had kept 
his accounts, answered the ’phone, 
etc., at home. He had to choose be- 
tween hiring an office girl or a house- 
maid. 

He felt it only good advertising to 
buy a nice new shiny truck, with his 
name and place of business emblaz- 

‘ oned thereon. 

His sales instinct had been excel- 
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lent, however. The modest store was 
strategically located in a very rap- 
idly growing section. His business 
prospered almost equal to his expec- 
tations, and they were some expecta- 
tions. 

In less than two years, expansion 
seemed imperative. Greater margin 
could be secured by buying in larger 
quantities—necessitating more stor- 
age space; additional lines had been 
added, requiring greater display 
room; the “shop” needed larger quar- 
ters and there was an increasing 
accumulation of old merchandise, 
much of it “trade-ins.” The latter 
not only represented frozen assets 
but occupied valuable space. But the 
business was prospering. 

This “dealer”—he really was not a 
“merchant” then — concentrated on 
the only end of the business he knew 
—sales. He paid but little atten- 
tion to “the books.” 

In this respect he was not unlike 
thousands of his fellow dealers. 

The inevitable happened—a period- 
ical economic readjustment, blessings 
in disguise that really save us from 
more serious happenings. As is usu- 
ally the case, this slowing-up process 
did not occur overnight. 

But his disregard and ignorance 
of a balancing budget did not per- 
mit him to cut down his expenses in 
time. He didn’t even realize that his 
percentage costs in the various ex- 
pense columns were steadily mount- 


ing until it was too late to properly 
control them. 

It took only a matter of months to 
virtually wipe out the efforts of 
years. He finally had to appeal to 
accountants to give him a simple 
system of control and he applied him- 
self to mastering its significance. 


Protection by Control 


This man is a wealthy merchant 
today. He has lost nothing of his 
old sales ability, nor his ability to 
stimulate his organization, but he 
has protected his business with a 
knowledge and a constant use of ex- 
pense control. His ratios of stock to 
sales, of advertising to sales, of sell- 
ing, of occupancy, of receivables, of 
accrued and current gross margins is 
constant and wecurate. 

When his day’s work is done, he 
even knows exactly how much he 
made or lost on that day’s business. 

Nearly every reader would wel- 
come the opportunity of examining 
this man’s methods of today—of sit- 
ting down with him and discussing 
his experiences. 

Yet, his very successful system is 
fundamentally the same as that ad- 
vocated by Electrical Merchandising 
at ‘the conclusion of its survey of the 
Cost of Doing Business a year ago. 
Simple, economical, effective. 

In the next issue, the writer will 
analyze this man’s present operation 
as shown by this method of control. 
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CLOSE estimate of sales dur- 
A ing the first seven and one 
half months of 1926 of elec- 
trical refrigerators for domestic 
and commercial uses gives a total ot 
192,566 units. A total greater than 
all sales of this equipment in the 
years preceding January 1, 1926. 

In this unprecedented growth 
there have come up daily problems 
in distribution, selling and servicing 
which have, many of them, been 
solved on the run. There has been 
little time for slow and careful work- 
ing out. Refrigeration is an indus- 
try in a hurry. 

This condition emphasizes the need 
for basic data, a need continual and 
growing. Manufacturers, distribu- 
tors, central stations, dealers, and 
salesmen in their daily jobs have felt 
the want of a comprehensive picture 
of the field; what is being done, who 
is doing it and what the other men 
in the industry are thinking on dis- 
_ counts, service, delivery, time pay- 
ments, ete. 

As the first attempt to co-ordinate, 
through knowledge of the _ basic 
facts of this great selling and manu- 
facturing activity, the editors of 
Electrical Merchandising, Electrical 
World, and the Journal of Electricity 
have made a nation-wide survey and 
developed the facts here briefly sum- 
marized. 

One hundred and fifty-four com- 
munities of varying size, distributed 
over the entire country were visited 
and the entire refrigeration trade in 
these centers interviewed. The data 
thus gathered was extended to give 
the national picture. 

Viewed from a national standpoint 
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two things stand out in 
the digest of the inter- 
view: First, among util- 
ity executives there is 
almost unanimous’ ap- 
proval of the electric re- 
frigerator as a load and 
revenue builder. Opinion 
differs as to sales meth- 
ods, service organization 
and other details. Second, 
where the _ central-sta- 
tion company or other 
dealer has organized sales, 
installation and _ service 
departments and where 
the refrigerators sold are 
of a high standard in 
manufacture and inspec- 
tion, the sales volume 
has equaled and often 
exceeded expectations and the serv- 
ice obligation on machines in use 
has been less than was at first ex- 
pected. 

Actual sales of electric refrigera- 
tors by the power companies when 
compared with total sales 
by all dealers are also par- 
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ticularly significant as a 





measure of the _ central- 
station influence on public 
acceptance and the impor- 








tance of these companies as 
a retail outlet. In the 154 
localities analyzed the util- 
ities sold 31.9 per cent of 
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the domestic and 20.5 per 





cent of the commercial re- 
frigerators sold by all deal- 
ers. There were 30 of these local- 
ities in which the power companies 
are not, as yet at least, engaged in 
the sale of electric refrigeration. 
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Which type of 
installation 
gives the most 
satisfactory 
service? 


Type of dealer selling domestic electric 
refrigeration today 
by per cent of total sales in 154 communities 
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Midwest States 
6,343,500 

Meters (Domestic and Commercial) 

Estimate will sell 

159,856 


Refrigerators in 1 


Southern States 


2,178,170 Meters (Domestic and Commercial) 


stimate will sell 


7,899 Refrigerators in 1927 


Estimates of next year’s 
sales total: 470,502 units 
domestic and commercial 


[Not including ice cream cabinets] 


It is of interest to note that a year 
ago very few of the central-station 
companies had organized special 
departments for the sale and servic- 
ing of electric refrigerators. Sales- 
men, installation crews and service 
men all had to be trained. The sales 
and service training schools of the 
manufacturers have been conspicu- 
ously helpful. Without these train- 
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5,802,330 Meters 


(Domestic and Commercial) 


Estimate will sell 


165,714 Refrigerators 


in 1927 


executive reaction 
to this business, 
there exists consid- 
erable criticism of 
some of the methods that have 
prevailed this year in the manu- 
facture, sale and servicing of 
electric refrigerators. Unfortunate 
experiences that some companies 
have undergone in excessive servicing 
requirements have created doubt in 
the minds of many as to the 
degree of mechanical perfection 
yet attained. It is pretty gen- 
erally recognized, however, that 
most of this type of trouble may be 
laid at the door of hasty producing 
methods and inadequate factory in- 
spection or improper installation of 
the unit on the customer’s prem- 
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What the trade thinks of present discounts 


by percentage of dealers interviewed 


ises. Refrigerator manufacturers in 
a great many cases have come in for 
very pointed criticism because units 
have been shipped out of the fac- 
tory entirely lacking in fina] inspec- 
tion and showing unmistakable evi- 
dence of hurried assembly and poor 
factory inspection. This was by no 
means confined to any one make of 
machine. To the credit of the manu- 
facturers, immediate steps were 
taken to correct this situation. 
Servicing costs are generally felt 
to be high in proportion to the re- 
venue received from energy con- 
sumption. Accurate data on this 
phase of the business are meager, 
but there is a feeling among execu- 
tives that in view of the high sale 
and service costs and the fact that 
the electric refrigerator must still 









n ing schools the sales of electric be considered in the pioneering stage 
st refrigerator units would be far less there is scarcely enough margin in 
“yy than they have been to date. Special present discounts to cover these 
training of sales and service men is costs, let alone a merchandising 
certainly a fundamental requisite. profit. 
Favorable as is central station Sales, service and advertising 
1C assistance as rendered by manu- 
There is today an average of one facturers has for the most part been 
~ refrigerator salesman to 3,050 


domestic electric consumers 
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of high order. There is room for 
improvement in the servicing of cus- 
tomers’ installations, and _ utilities 
feel that for the present at least both 
they and the manufacturers must 
adopt a very liberal policy in the 
matter of labor and material for re- 
pairs. 

It has been recognized that the 
central-station company’s stamp of 
approval on this comparatively new 
device would have a strong influence 
in creating confidence in the minds 
of customers, and the fact that the 
utility is itself selling electric refrig- 
erators has proved a valuable asset to 
other dealers in the same locality. No 
utility company expects or wants to 
sell all or even a majority of the re- 
frigerator units in its territory; in 
fact, the entrance of competent deal- 
ers into the business 
and encouraged. The relation of the 
central-station company to other 
refrigerator retailers may be sum- 
marized in the policy enunciated by 
a utility president widely known in 
the industry for his keenness in com- 
mercial sales prcblems. He stated 
that his Company entered the field to 
stimulate business at the written 
request of leading dealers and with 
due appreciation of the load-build- 
ing possibilities. 


is welcomed 


Who are the Selling Outlets 


Of the 154 central-station compa- 
nies visited, 124 are actively engaged 
in selling electric refrigerators. In 
these communities there are 65 dis- 
tributor-dealers — that is, distribu- 
tors, or what might almost be termed 
factory branches, maintaining exten- 
sive retail selling organizations—84 
special dealers who sell electric re- 
frigerators exclusively, 86 electrical 
dealers or contractors, 17 de- 
partment or furniture stores, 11 
oil burner or house-heating concerns, 
15 hardware stores and 34 mis- 
cellaneous dealers, including radio 
shops, plumbers, garages, auto sup- 
ply houses, free lances and small 
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ganizations have the highest percent- 
age of sales, 40.1 per cent of domes- 
tic and 60.3 per cent of commercial 
units. Nearly all of the distributor- 
dealers have been in business from 
two to five years and in that time 
have built up substantial sales and 
service departments and have ac- 
quired a great deal of valuable experi- 
ence in the technique of the business. 
The central-station companies have 
accounted for 31.9 per cent of domes- 
tic and 20.5 per cent of commercial 
units sold, which, in view of the fact 
that most of them have been active 
for but a little more than a year, 
speaks very well for their ability to 
turn such an effective selling organi- 
zation into a specialized field on such 
short notice. Specialty dealers have 
sold 16.7 per cent of the domestic and 
15.1 per cent of commercial units. 
Electrical contractor dealers have 
made a very good showing, selling 6.2 
per cent of the domestic machines and 
2.6 per cent of the commercial. The 
low percentage of the total sales, 5.1 
per cent domestic and 1.5 commer- 
cial, made by the department and 
furniture stores, oil-heating, hard- 
ware and miscellaneous dealers com- 
bined can be attributed to the spe- 
cialized nature of the sales and serv- 
ice organization required, which 
these outlets have hesitated to set up. 

The high percentage of total com- 
mercial unit sales made by distribu- 
tor-dealers, central-station companies 
and special dealers indicates again 
the value of specialization in the 
business. It has generally been 
found that unless a dealer has a 
salesman who is specially trained in 
the commercial phase of refrigera- 
tion and who is something of a re- 
frigeration engineer, misapplications 
may be made or inadequate equip- 
ment may be sold and, as a result, 
the commercial sales will be retarded. 
Central-station power salesmen have 
worked out very well in this respect 
and the distributors and some special 
dealers are adding to this branch of 








agents. The distributor-dealer or- their sales forces. 
Continuous Sites E fort ” Most Bedieus 
————~— Central Station——__-~ _ — —All Other Dealers-—-———. 
Con- Con- 
No. Con- tinuous’ Sea- Total Con- tinuous. Sea- 
Selling tinuous’ with sonal No. tinuous’ with sonal 
Refriger- Sales Cam- Sales Con- Sales Cam- Sales 
Section ators Plan paigns Plan’ sidered Plan  paigns Plan 
a ae 34 25 2 7 92 79 a 13 
South.... 29 16 13 sd 60 51 9 : 
Mid-West. 46 15 15 16 59 49 1 9 
West...... 15 11 4 44 43 31 1 
Total... 124 67 34 23 255 222 11 23 
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Manufacturer’s Service 
on Repairs 
as viewed by dealers 


Number of dealers a 


themselves .. : ne, TSO 
Receiving good : “service............. 198 
Receiving fair service.................. 70 
Receiving poor service................. 30 








Some companies have found it ad- 
vantageous to have their electric 
range salesmen work on refrigera- 
tion at the same time, as, in the 
West, range users have often proved 
to be the best prospects for refriger- 
ators. However, the use of the gen- 
eral sales force has had a tendency to 
draw salesmen away from other 
lines, and as a consequence most com- 
panies are taking steps to build up 
crews of special refrigerator sales- 
men. 

Other dealers than the power com- 
panies are even more inclined to the 
use of special salesmen, which is nat- 
ural in view of the fact that both 
distributor-dealers and special deal- 
ers are essentially in a specialized 
business. Only three dealers out- 
side of the utilities were found to be 
operating under resale plans. 


Number of Customers to Each 
Salesman 


The ratio of salesmen to number 
of customers is a question that has 
been raised in every locality where 
electric refrigeration is sold. Among 
individual dealers there is little op- 
inion as to the maximum number of 
salesmen that could economically 
work in a given territory, as no 
dealer has felt that his sales force 
approached this limit. One power 
company that has been very success- 
ful in the sale of electric refriger- 
ators and has attained a saturation 
of about 3 per cent of its domestic 
customers used all of its general 
salesmen and special refrigerator 
salesmen in a series of campaigns. 

During these activities a ratio of 
one salesman to 1,500 domestic cus- 
tomers was maintained. At other 
times each special refrigerator sales- 
man may be said to cover about 10,- 
000 customers, with the general force 
turning in prospects. In this connec- 
tion considerable success is being 
met in the employment of junior 
salesmen who do no selling but do 
house-to-house canvassing to uncover 
prospects or leads and make definite 
appointments for the regular sales- 
man to call and go into the full de- 
tails of electric refrigeration. 
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December, 1926 


Admittedly the late winter, spring 
and summer months have this year 
represented the peak sales period for 
all dealers. This seasonal feature of 
the business is undesirable alike to 
manufacturers, central-station com- 
panies, distributors and other outlets, 
and there is a strong tendency, to get 
away from seasonal sales plans and 
make the effort as continuous as pos- 
sible. Sixty-seven of the 124 central- 
station companies and 222 of the 255 
other dealers declared themselves in 
favor of continuous year-around 
sales effort, whereas 34 power com- 
panies and eleven dealers favor a con- 
tinuous plan interspersed with sea- 
sonal campaigns. A decided minority 
of dealers were inclined to seasonal 
selling, and the specialized nature of 
the business indicates that from an 
economic standpoint selling effort 
should be spread as evenly over the 
twelve months as possible. 


Installation Charges, Salesmen’s 
Compensations 


Prices are quoted to customers in 
several ways: A flat price installed 
where the freight, cost of handling 
and installation have been added to 
the factory list price; factory list 
plus a fixed installation charge plus 
also an additional charge if the com- 
pressor is to be remote from the box; 
factory list plus an_ installation 
charge regardless of whether the 
unit is to be remote or self-contained; 
list price plus an individual estimate 
for the cost of installation, including 
freight and handling. Installation 
charges vary with different dealers 
and machines, ranging from $15 to 
$60 added to the factory list price. 
Considerable additional wiring is re- 
quired in some places, especially in 
those towns that have extraordinary 
stringent requirements, such as put- 
ting motors on a separate circuit. 
In most localities, however, the re- 
frigerator is connected to the regular 
lighting circuit. A number of deal- 
ers are opposed to naming prices 
f.o.b. factory, as prospects dislike the 











What Dealers Think of 


Manufacturers’ Sales 


Help and Delivery 
Az 
si 3 a 
Sales assistance............ 300 139 123 38 


Advertising assistance 308 144 124 40 
Delivery of repairs...... 266 176 69 21 
Delivery of units......... 308 216 61 31 
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Domestic and Commercial Electric Refrigerator 
Sales in per Cent of Total 
All Classes of Dealers, Jan. 1, to Aug. 15, 1926 


Domestic Refrigerators 








East South Mid-West West Total 

Central atations.............. 29.8% 44.7% 29.9% 28.4% 31.9% 
Distributor-dealers.......... 42.7 28.3 P 46.2 . 24.1 r 40.1 
Spectal déalers....c 2.6636: 15.4 13.2 16.4 26.6 16. 
Electrical dealers............ 7.4 8.1 4.3 8.0 6.2 
Department and furniture 

ECG CCC a a one eS i - 1.7 8.4 2.1 
Oil-burner dealers........... 1.9 1.2 0.4 Sh 1.0 
Hardware dealers............ 0.1 2.9 @.5 P25 0.8 
Miscellaneous............... 1.4 1.4 0.6 3.0 1.2 

(9), See nee epee eager 100% 100% 100% 100% 100% 

Commercial Refrigerators 

Central stations............. 12.5% 33.6% 20.6% 99% 20.5% 
Distributor-dealers.......... 68.0 43.2 6:1 50.5 60.3 
Special dealers.............. 8.1 19.9 10.3 39 6 15.1 
Electrical dealers............ (06. 3.1 1.6 acne: 2.6 
Department and furniture 

COL CC Lee eee 3..8 een ee 0.7 
Tiardwate dealers... ice. cine son weer 1.4 oev: 0.7 
Miscellaneous.......... cee. (08S 2 eee orecas 0.1 

TE ii ec oee sou nlices 100% 100% 100% 100% 100% 





additional charge to cover freight 
and installation after having formed 
a conceived idea of the price. 

Methods of paying salesmen vary 
widely, particularly among power 
companies. Straight salaries, salaries 
plus commissions, drawing accounts 
against commissions and _ straight 
commissions may be found. It is 
commonly agreed that refrigerator 
selling requires a high type of sales- 
men and that the remuneration must 
be sufficient to attract and hold them. 
It should be possible for them to earn 
from $250 to $500 per month and 
even more during the most active 
part of the year. While commissions 
as high as 15 per cent on factory list, 
not including installation charge, are 
in effect in some places, the most 
popular method among dealers ap- 
pears to be a flat 10 per cent com- 
mission on total price to the cus- 
tomer. 

It is extremely important to com- 
mercial managers, in the rapid devel- 
opment of the refrigerator business, 
that accurate and complete records 
of freight, drayage, selling, installa- 
tion and servicing costs be kept. It 
has been the experience of several 
companies after the first six months 
or a year to find that their refrig- 
erator business is showing a balance 
on the wrong side of the ledger. 
This can be attributed as much to 
failure to keep adequate sales and 
service records as to the inherent 
cost of pioneering a new device. 

Facing conditions as they are at 





present, there has been a larger per- 
centage of cash sales of refrigerators 
than can be expected in the future, 
due to the concentrated sales efforts 
directed toward the better class of 
prospects. 


Time Payments up to 36 Months 


The problem of time payments is 
becoming more important as_ the 
market broadens to include more 
prospects. The results of this sur- 
vey showed a variety of methods be- 
ing used. The most typical were: 

1. First payment of one-twenty- 
fifth selling price quoted, which 
includes installation charge. Balance 
paid in 24 months. Twelve per cent 
of unpaid balance added for carrying 
charges. 

2. To responsible customers, $10 
first payment. Twelve months to 
pay, with no carrying charge. If 
payments are extended more than 
twelve months, a 5 per cent carrying 
charge is made. 

3. Free trial to reliable customers. 
Ten per cent of selling price (factory 
list plus freight plus installation) as 
down payment, with the balance in 
eleven equal payments added to 
monthly lighting bill. Five per cent 
added if payments are extended over 
a period of 23 months. 

4. Thirty days’ free trial. Thirty 
months to pay. Allowance of $5 to 
$100 for an old icebox. 

5. First payment of 20 per cent 
of installed price with twelve to 

(Continued on page 132) 








Customers Do Not All Shop 
Early 


PV UAT the just-before-Christmas 
shopping season is the most prof- 
itable and active one for the mer- 
chant is the statement made by Lynn 
Revenaugh, secretary of the Retail 
Merchants’ Association, Cincinnati. The 
“shop early” campaigns of former years 
have been more or less overdone by the 
merchants themselves. The results, 
when such campaigns were first put 
on several years ago, were very good. 
Stores, however, killed their own game 
by cutting prices just before Christmas 
on regular merchandise that customers 
had bought earlier in the month while 
under the influence of the “shop early” 
campaigns. Of course, this could not 
go on year after year and the public 
has grown used to the tactics of the 
merchants. 

The majority of the buyers, there- 
fore, wait until a week or so before 
Christmas for the general reduction of 
prices that has usually followed. 
Because of this the “shop early” cry 
is not having the desired effect on the 
public and business up to the second 
week of December is slow to start. 
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Then comes a flood of last-minute shop- 
pers who realize that prices will not 
be lower. 


Display Christmas Tree 
Outfits Prominently 


FTEN the last thing that is bought 

for the Christmas celebration is 
the Christmas tree lighting outfit and 
Christmas home window lighting, 
whether it takes the form of the new 
electric candles for the window or the 
electrically-lighted Christmas wreath. 
Therefore, in the weeks just before 
Christmas, it especially will profit the 
electrical merchant to play up in his 
window and store decoration the theme 
of electric lighting for Christmas. 


A Christmas Tree at the Back 
of the Store 


T is a good idea to place a brilliantly 
lighted Christmas tree at the back 
of the store, with the object of attract- 
ing visitors who will walk the full 
length of the store past all the other 
Christmas merchandise displayed. It 








is best to avoid overburdening such a 
display tree with tinsel and other bright 
objects as an excess of this decorative 
material tends to detract from the effect 
produced by the lamp output which it 
is desired to feature. * 


Go After Christmas Saving 
Club Money 


HERE will be $389,268,000 paid 

out this year by Christmas Club 
savings. This sum will be paid during 
December by 7,600 banks to 7,800,000 
Christmas Club depositors throughout 
the country. It is an increase of about 
$85,000,000 or 27 per cent over last 
year’s total, and the average distribu- 
tion to each depositor will be $51.32. 

It is estimated by H. F. Rawll, who 
originated this plan of savings sixteen 
years ago, that $180,000,000 of this will 
be spent immediately in the rush of 
Christmas buying. 

For the electrical merchant, this is 
another real opportunity because the 
Christmas Club savings is often a fam- 
ily affair and as a Christmas gift for 
the whole family an electric refrigera- 
tor, an electric range, a vacuum cleaner, 
washer or ironer offer the ideal collec- 
tive family Christmas gift. Any mer- 
chant can easily check up the approx- 
imate amount of Christmas Club sav- 
ings to be paid in his own town and 
will usually be justified in a special 
advertising message to appeal to this 
substantial money released for Christ- 
mas buying. 


Vary the Window Display 


N the two weeks before Christmas 

the window display should be entirely 
changed and a new and attractive one 
installed. Christmas is the time of 
window shopping as well as store shop- 
ping and a changed window will attract 
new buyers. 


Advertise Christmas Deliveries 


AST-MINUTE buyers also want last- 
minute deliveries. Just before 
Christmas many merchants, large and 
small, profitably advertise that all 
Christmas gifts bought in their store 
will be delivered before or on Christmas 
morning. Messenger boys for small 
packages and motor trucks for large 
ones are sometimes the most convincing 
reasons why the eleventh-hour buyer 
should pick your store. 
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Washers for Christmas 


EW merchants use appliance dem- 

onstrations in their Christmas win- 
dows. Because the action window is 
little used at Christmas it becomes espe- 
cially effective. One electrical man last 
year, in the week before Christmas, 
sold a number of washers and ironing 
machines by window demonstration. 
The Christmas thought was empha- 
sized with window cards reading: 
“Give mother fifty-two days of rest in 
the year instead of fifty-two days’ hard 
work.” 

The operator, dressed in immaculate 
white, showed how easy and simple 
and clean it was to wash and iron elec- 
trically. 


To Induce Sales People to 
Exert Their Best Efforts 


FFERING a cash prize for the 

largest amount of merchandise sold 
from the floor during the month of 
December, is an excellent method of 
inducing sales people to put forth their 
best efforts during the Christmas sea- 
son. To obtain the best results, this 
should take the form of a contest in 
which each salesman and saleswoman 
on the floor is entered as a contestant. 
The total weekly sales for each con- 
testant is posted on a bulletin, to be 
seen by all, from week to week. This 
arouses a spirit of competitive effort 
between the sales people which makes 
for good sales results. 

Emphasis should be given, however, 
to the fact that the cultivation of good 
will for all-year-round business and 
serving the interests of the customer 
are not to be sacrificed in the effort 
to close sales with the sole thought of 
reaching a high total. 


Promote Outdoor Christmas 
Itlumination 


HE practice of outdoor electric 

illumination on living trees at 
Christmas time is rapidly spreading 
over the entire country. This is an 
especially profitable activity for the 
electrical man who will be the first to 
originate it in his town, Electrical 
men should decorate the trees around 
their own homes with colored lamps in 
weatherproof sockets. Other home own- 
ers will quickly get the idea. It has 
been the experience of the electrical 
men who have started this form of 
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Christmas decoration that in a surpris- 
ingly short time it has become a wide 
spread practice, creating a demand for 
this form of wiring and making a 
profitable line for the electrical mer- 
chant. 


Empty Shelves Sell No Goods 


HEN the eleventh-hour Christ- 

mas shopper comes into your 
store do not be out of stock. Your 
jobber has the wanted merchandise— 
or if he hasn’t, New York and Chicago 
are but a few days away and the goods 
can be expressed. The American Ex- 
press Company has given Electrical 





Minute Xmas Shoppers 


Merchandising this schedule of transit 
time between some of the main distrib- 
uting points: 


Packages Leaving New York City 


Monday Evening 
_ For Due to Arrive 
Boston, Mass. Tuesday 
Pittsburgh, Pa. Tuesday 
Chicago, III. Wednesday 
St. Paul, Minn. Wednesday 
St. Louis, Mo. Wednesday 


Leaving Chicago, Monday Evening 


Dallas, Texas Tuesday 
Houston, Texas Wednesday 
New Orleans, La. Wednesday 
Omaha, Neb. Thursday 
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The Prospect’s Interest fd 


The big white pencil and the little yellow 


pad used by the sales department of the 


Wisconsin Gas & 






By RAY V. SUTLIFFE 


N INCREASE of 71 per cent ap- 
AN pliance sales in eight months, 
due to concentrating cus- 
tomers’ attention. This is what 
Charles Long of the Wisconsin Elec- 
tric Company of Racine, Wisconsin, 
has done by forcing the customer’s 
mind to follow the salesman’s line of 
argument through the use of means 
so simple and so obvious as paper 
and pencil. 

A great many men, when they are 
talking, like to make their ideas 
visual by marks on a pad. Mr. Long 
has taken this perfectly simple and 
psychological fact and built around 
it a method of selling which has 
proven itself, by results, to be a very 
genuine contribution and a method 
which will pay the study of every ap- 
pliance sales executive. Suppose, 
for example, Long is interviewing a 
salesman—out comes the big white 
pencil and the 4 x 6 yellow pad. On 
this pad he crystallizes his ideas and 
fixes them permanently in the mind 
of the applicant. Let’s assume that 
the salesman has been hired and re- 
ceives an order to call on a certain 
prospect—that order is written on 
the same yellow memorandum pad. 
Follow this salesman to the home of 
that prospect. What is he doing? 


Plan Gets Results 


Now he has a big white pencil of 
his own. With it he is registering 
the chief talking points and the econ- 
omy figures for the housewife. 

So tangible are the results of this 
plan for “putting it down in black 
and yellow” that Long now buys his 
pads and pencils by the gross. 
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Long says: “I use a white pencil, 
three-quarters of an inch in diameter, 


because it is unusual. As such, it 
leaves an impression in the mind of 
the person being interviewed. He or 
she will not soon forget the remarks 
of the one who wields it. I selected 
yellow paper for the same reason. 
“Authorities on advertising claim 
for color a 50 to 80 per cent added 
attraction value. The yellow pad is 
the insignia of the field-selling or- 
ganization of our company. I insist 
that every salesman carry this equip- 
ment with him. In fact, I have pro- 
vided a special leather container for 
it. When I am interviewing a man 
for the position of salesman I at 
once bring the yellow pad and white 
pencil into action. Thus, my men 
are early acquainted with its use. On 
the pad I outline the qualifications I 
expect in a salesman. These are 
as follows: enthusiasm, appearance, 
ability and, above all, a capacity for 
conscientious attention to details. 
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Electric Company 


“It is the many little things about 
selling which go to make up the suc- 
cessful man. I always itemize the 
talking points of the appliance being 
discussed. I also use this pad to 
present such matters as discounts, 
the time payment plan, the facts and 
figures argument showing that this 
appliance will actually save money 
for the purchaser, and how long it 
will take to pay for itself. 


A Specific Call 


“The reason why so many sales- 
men fail,” continued Mr. Long, “is 
because they are cast loose on their 
cwn resurces. They leave the office, 
go out and stand on the street 
corner, and wonder where under the 
sun they will go to get business and 
what they will say when they get 
there. This, and the practice of 
straight, cold turkey canvass, I 


regard as the greatest destroyers 
of morale and_ self-confidence in 
existence. 
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“I do not operate my field force 
in that manner. I have one man 
who keeps the telephone busy all day 
long calling up telephone subscribers. 
He does not say, ‘Are you interested 
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ows the Salesman’s Pencil 


in a vacuum clean- 
er, Mrs. Jones?’ 
What he does say 
is: ‘This is the 
Wisconsin Gas & 
Electric Company, 
Mrs. Jones, one of 
cur men is com- 
ing out this after- 
noon to  demon- 
strate to you a 
very interesting 
vacuum cleaner 
which, by special 
arrangement, we 
have made it pos- 
sible for you to 
possess with very 
little effort.’ 

“In the major- 
ity of cases, of 
course, the woman 
idemurs. She has 
a cleaner, or is not interested. How- 
ever, my telephone man is trained to 
carry on the conversation to its logi- 
cal conclusion. This activity gives 
me enough real prospects to keep my 


Racine force of five salesmen busy 
50 per cent of their time. 

“When a prospect is lined up, the 
party’s name and address is written 
with the same big white pencil on 
the same yellow pad and given to the 
salesman in whose territory the 
pro: pect lives.” 


Selling with Pad and Pencil 


We next find the salesman in the 
prospect’s home. The first thing he 
does, according to Mr. Long, is to 
bring out the big pencil and the 
handy size yellow pad. He lays the 
pad on the table before him or holds 
it in his left hand. Every time he 
makes a good point he writes it down 
on the pad, thus doubly impressing 
the woman so that she will never 
forget. 

This system is particularly useful 
in closing. Here it is that facts and 
figures are called for. The salesmen 
are instructed to write the word 
“only” before their figures. For ex- 
ample: “This cleaner will cost you, 
Mrs. Jones, only $65.” At this point, 
the salesman writes on the pad the 
word and numerals—“only $65.” 
“The down payment is only $3 the 
monthly payment only $5,” continues 
the company’s representative, suit- 
ing the action to the word as he 
drives home each favorable figure. 

Long relates one incident which 
illustrates the impression made on 
the mind of the prospect by the big 
white pencil and the little yellow pad. 


Continued on page 132 
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Seventy-five per cent of the finance 
companies handling electrical time 
paper require that the dealer get 
a 10 per cent first payment. A 
twenty per cent down payment is 


required by 10 per cent of these 
companies; 8 per cent have no 
definite rule, while 7% require 25 
per cent. Payments, say these com- 
panies, should not be too extended. 





667 NHE dealer who accepts less 
than ten per cent of the pur- 
chase price as the _ initial 

payment—to be paid at the time the 

contract is signed—or who lets his 
collections exceed a twelve months’ 


period (refrigerators excepted) is 
flirting with trouble and disaster,” 


Page 8} 


is the opinion of the finance com- 
panies. 

“The issue is clear cut,” state some 
of those gentlemen in a position of 
high authority with a leading com- 
pany discounting electrical paper. 
“Any prospect who cannot afford to 
pay ten per cent on his contract 






Il Down Payment 


Covering two important 
points: The size of the initial 
payment and the time limit on 
payments, ELECTRICAL MER- 
CHANDISING has received def- 
inite opinions from over 85 per 
cent of those finance companies 
in America who spectalize on 
electrical appliance paper. 

It is easier today than ever 
before to arrange the terms of 
sale for the ultimate ownership 
of a domestic electric appliance. 
It is common knowledge that 
many retailers sell major elec- 
trical devices practically on buy- 
ers’ say-so. What do the finance 
companies think about this situa- 
tion? 


when he signs it or who requires 
more than a year in which to clean 
up the balance, is a dangerous risk. 
This type of customer needs more 
watching than the average merchant 
can afford to give him and should 
therefore be avoided,” they declare. 
Three vice-presidents took time to 
write lengthy letters on the subject. 
“If the system breaks down, it will 
be because of too easy terms. Such 
terms breed loose selling and irre- 
sponsible buying habits,” was the 
crystallization of their thoughts. 

Most companies, it was found, in- 
sist that the dealer obtain at least 
ten per cent down or his paper is 
not acceptable for discount. 

Sixty per cent of the replies made 
one concession—the higher-priced 
electric refrigerator. But this ma- 
jority agree that 18 months is the 
extreme payment limit for that 
household convenience. 

“It is poor policy to permit the 
refrigerator payments to run into 
the second winter,” was one reason 
given for this decision. 


The Wisdom of Extended Terms 


Five questions were asked. The 
first one was: 

“What is your opinion regarding 
the wisdom of extending terms to 
18, 24 and 30 months, as is now 
being done with electric refrig- 
erators? 

The following extracts from the 
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Strate. 








replies to this question require no 
further analysis: 


“Tt is unwise.” 

“Will not buy paper that runs over 
12 months.” 

“Would not consider for a moment 
extending terms to 24 months.” 

“Machines sold on extended terms 
require more ‘servicing’ than other 
machines—thus cutting still further 
into profits.” 

“The longer an account runs the 
greater the difficulty and costs of col- 
lections. People tire of debt and make 
excuses for withholding payments.” 

“This practice (long time terms) has 
not commended itself to this company.” 

“I believe the experience of most 
finance companies will dovetail with our 
own. That has been that the same ele- 
ments of danger are present in the elec- 
trical field, when recognized safeguards 
are dispensed with, as has proven to 
be the case in the automobile field. 
There an analysis, compiled by C. C. 
Hanch, general manager of the Na- 
tional Association of Finance Com- 
panies, Chicago, Ill., showed that re- 
possession losses on 16 to 18 months 
paper were 157 per cent greater than 
on 12 months paper and that reposses- 
sion losses on more than 18 months 
paper were 441 per cent greater than 
on 12 months paper.” 


The next four opinions refer spe- 
cifically to the case of the electric 
refrigerator. 


“Eighteen months should be the limit 
on electric refrigerators.” 

“Electric refrigerators are slightly 
different. The prospect is generally 
a person of good credit standing. Fur- 
thermore the higher list necessitates 
slightly longer terms.” 

“We see no reason why electric re- 
frigerators of established reputation 
should not be sold on 18 to 24 months 
time. The general rule is that terms 
should not be extended beyond the de- 
preciation in the merchandise. Depre- 
ciation in electric refrigerators we 
understand is rather slow and there- 
fore see no objection to 24 months as 
the extreme limit. Dealers should re- 
member, however, that the sale is not 
complete nor the profit earned until 
the entire purchase price is paid. We 
think that a large percentage of total 
sales should be obtained on 12-months 
time.” 


Opinion on terms for refrigeration 
was quite diversified. Here is one 
from a conservative: 


“The practice of extending terms to 
as high as 30 months on electric re- 
frigerators is just as reprehensible as 
it would be to grant this concession on 
washing machines and automobiles. 
Electric refrigeration is more or less in 
the development stage at the present 
time. With rumors flooding the mar- 
ket regarding revolutionary inventions 
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and Long ‘Terms on appliance sales 


Are Unsound” 


I believe it behooves every dealer in 
refrigeration appliances to hold the 
terms of payment to an absolute min- 
imum.” 


To what extent has the practice 
of granting long terms spread? 
Here is the “boil down” from the 
viewpoint of the man who loans the 
money for these operations: 

The washing machine received, in 
every instance, first mention. No- 
body presented a brief for this prac- 
tice however. Whenever an opinion 
was given it was against it. “En- 
tirely unnecessary,” said one officer; 
“If customer cannot afford to pay 
$10 a month for a washing machine 
he or she is not financially strong 
enough to enter into any kind of a 
purchase contract,” stated another 
executive from a second large con- 
cern. 


Who is most active in pursuing 
methods of this nature was the third 
question put to this group? 


“The public service corporations, 
the department stores and the spe- 


cialty shop, in the order named,” it 
replied. 


Size of the Down Payment 


The amount of the down payment 
required is almost as important a 
question as that of the number of 
installments which will be permitted. 

“What are your rules regarding 
the percentage of down payment and 
the acceptance of dealer paper for 
discount,” was, therefore, the next 
logical question on the list. Sixty 
per cent of all the electrical appli- 
ance finance houses in the country 
insist that their dealers collect at 
least 10 per cent of the selling price 
at the time the contract is signed. 





Prema 





i ine financing com- 
panies have agreed that 
terms which permit a less 
than ten per cent down 
payment or more than | 
twelve months to pay 
are unwise. This article 
quotes eighteen definite 
reasons for this declara- 
tion. 


























Fifteen per cent want between 10 
and 25 per cent (depending on local 
circumstances) ; 10 per cent ask 20 
per cent down; 8 per cent do not 
appear to have any rules on this sub- 
ject and 7 per cent require that 
their merchant-customers collect 
one-quarter of the list when the sale 
is consummated. 


The Dangers of Less Than 
10 Per Cent Down 


“Murder!” said one house in reply 
to the question, “What is your opin- 
ion regarding the wisdom of a less 
than 10 per cent initial payment?” 

The strength of the opposition to 
the low down-payment is indicated 
by the character of these replies: 


“Would not consider it at all. 

“Ten per cent should be absolute 
minimum. 

It is vital that the customer get a 
substantial equity in the appliance just 
as soon as possible. 

“Less than 10 per cent is not a ‘sale’ 
it has degenerated into a ‘demonstra- 
tion’ or ‘consignment’ affair. 

“The down payment should be 10 
per cent in excess of the selling cost. 

“A substantial down payment en- 
ables the merchant to hold his sales- 
men in line. It prevents ‘phony’ sales 
for the sake of the selling commission.” 

Again referring to the automobile 
situation the vice-president of a very 
active finance company in New York 
City says: “The down payment on 
automobiles, as you probably know, 
has been standardized at 334 per 
cent. The analysis conducted by 
€. C. Hanch also brought out the 
fact that the new car repossession 
ratio was 121 per cent greater when 
only a one-quarter down payment 
was secured than it was when a one- 
third down payment was obtained. 
When less than one-quarter down 
was secured repossession jumped to 
537 per cent greater than where the 
usual one-third of selling price was 
obtained.” 

It is in no uncertain terms that 
the financial group in our industry 
has declared itself on the vital issues 
of partial payment terms as written 
in the preceding paragraphs. “Be 
conservative—and profit thereby— 
all of us,” cautions the voice of ex- 
perience. 
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‘Traveling Bus brings 
Demonstrations 


to suburban 
communities 


tip, 


VERY woman is interested in 

learning how to improve her 

home management methods, 
which accounts for the large attend- 
ance at the cooking and housekeeping 
demonstrations put on by public utili- 
ties all over the country and accounts, 
too, for the diligent saving by the 
housewife of every scrap of paper, 
be it ever so small, containing a 
recipe or house-running hint. 

But there are many communities 
of a scattered suburban character or 
in outlying districts, where it is not 
convenient because of distance for 
the woman to attend lectures given 
by the electric companies. To bridge 
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this gap in transportation facilities 
the Westchester Lighting Company, 
Yonkers, N. Y., operating in that 
attractive suburb of New York City. 
Westchester County, has fitted out 
a large bus with a model kitchen, 
equipped with all modern household 
appliances, which travels the length 
and width of the company’s terri- 
tory, bringing the story of electrical 
(and gas, for this company is an 
electric-gas utility) household con- 
venience to the center of each com- 
munity. 

This “educational bus” tours West- 
chester County. In _ it, lecture 
demonstrations are given, duplicat- 
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Demonstrations in 
cooking and house- 
keeping methods are 
given in the traveling 
bus of the Westches- 
ter Lighting Company. 
There is a sink with 
running water and 
convenience outlets to 
accommodate the va- 
rious electrical appli- 
ances that are demon- 
strated. The company is 
an electric-gas utility 
and joint demonstra- 
tions of gas and elec- 
tric cookery are given. 


ing those given daily in the maim 
floor kitchens of the company’s offices 
in the various districts. Simple 
cooking lessons are given the 
children as well as talks on health 
while the women learn cooking and 
house-keeping methods. Miss Mar- 
garet Hutton is domestic science di- 
rector in charge of the company’s lec- 
ture demonstrations and the women 
in the country are invited to call upon. 
her for advice on cooking, menus, 
baby feeding, invalid cookery, etc. 
Miss Hutton has twelve assistants 
who go into homes when called on 
and give practical demonstrations of 
cookery. These women also follow 
up new appliances, explaining the 
operation and care of respective ap- 
pliances. 

Mrs. Sarah Waugh is the com- 
pany’s home lighting expert who con- 
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| The Westchester Light- 
| ing Company has inaugu- 
| vated a traveling demon- 
| stration room, fitted into 
| a large bus, to bring the 

story of electrical house- | 
| keeping to the women 
of Westchester County. 
The bus contains all the 


modern appliances. 














ducts this phase of home service 
work, traveling with the bus, lectur- 
ing to children on the fascinating 
subject of colored light and the 
variety and harmony it brings to the 
home. Mothers and housewives are 
given extensive instruction on 
wiring and correct lighting of 
various rooms. Means by which 
lighting conditions may be improved 
will be explained, so that 
remedial measures may be 
taken to protect the eyesight 
of school children and the 
family as a whole. Mrs. 
Waugh goes into the home 
and suggests lighting im- 
provements, drawing up com- 
plete lighting plans for any 
one requesting such service. 
This traveling auditorium 
has a seating capacity of 
thirty-seven persons. The 
seats are arranged along the 
sides and rear with a center 
aisle. At the front is a sink 
with running water, a unique 
and complete plumbing ar- 
rangement. There is a stove 
for demonstrations, a table 
and cupboards; and space 
for the newest appliances. 
Those that are too large to 
keep in the bus regularly are 
carted, when needed, from 
the nearest district office. 
Regular entrance to the | 
bus is at the side front. An |}; 
additional door, an emer- || 
gency safety feature, is at 
the rear. There are windows 
the entire length and width 
of the bus, which may be 
opened on warm days. A 
ventilator with exhaust fan 
is installed at the front of 
the bus where demonstra- 
tions take place. It not only 
Serves to keep the air fresh 
when the weather is too cold 
to open the windows, but 
Carries off all cooking odors. 
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work as a business and goodwill 
builder is recognized by utilities all 
over the country. From small one- 
woman home service departments the 
work with women in the home has 
been extended to reach every commu- 
nity, devising means as with this bus, 
of bringing the demonstration to the 
housewife where distance prevents 
her from reaching the lecture rooms. 
The inauguration of this transporta- 
tion system is not the first effort of 
the Westchester Lighting Company 
to solve the distance problem for last 
year the company arranged a plan 
whereby school children were called 
for and returned to their homes 
after lectures given on lighting and 
allied subjects of interest to the 
older school children. 

With demonstration rooms brought 
to the customer’s door, women in 
outlying districts can also share in 
the helpful programs offered by 
electrical home service departments. 


’ 
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HIS graphic presentation of the 

spirit of Christmas was a holiday 
contribution by the Biltmore Hotel 
and the Narragansett Electric Light- 
ing Company, Providence, R. I. The 
lighting company furnished 200-watt 
lamps and installed them in the reg- 
ular lighting fixtures in the thirty- 
nine rooms that formed the “tree.” 
Green crepe paper was hung full 
length in all the windows. The result 
was a pleasing and effective one. 
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“Aunt Sammy” New Off- 
cial Guide of American 
Housewives 


With the help of “Aunt Sammy,” 
the special radio representative of 
the United States Department of 
Agriculture, the housewife’s milen- 
nium is at hand. When Uncle Sam 
planned his enlarged farm radio 
program for the 1926-27 season, he 
made special provision for the five 
million women of the country who 
have a chance to tune in on whatever 
they please, at least during the day 
time. Aunt Sammy’s official duty is 
to assemble material and write enter- 
taining and reliable programs for 
the ““Housekeeper’s Chat,” a five day 
a week 15-minute period devoted ex- 
clusively to up-to-date information 
on subjects of interest to women. 

The program for the House- 
keeper’s Chat has three divisions of 
five minutes each: “Backyard 
Gossip,” including informal 
discussions on the home, food 
and nutrition, health, cloth- 
ing, gardening and social 
diversions; “Questions Wo- 
men Are Asking,” answered 
during the second five min- 
utes of the program; and 
“What Shall We Have For 
Dinner?” which is concerned 
with the problem the average 
housekeeper must solve 365 
days a year. 

Members of the radio 
audience will be introduced 
to vitamines and calories 
and mineral constituents in 
such an _ informal 
that these dignified 
tion terms will lose 
forbidding aspect. 

“The housekeeper’s pro- 
gram has a dual purpose,” 
says Aunt Sammy. “It aims 
to help the housewife in the 
intricate and vastly impor- 
tant task of managing a home 
and to show her how, by 
careful planning of meals, 
saving of steps and labor, 
she may have more leisure 
for what are broadly termed 
‘cultural activities.’ ” 

Included in these programs 
will be, of course, many help- 
ful hints on the use of elec- 
trical equipment in the home, 
which, coming from so prom- 
inent an authority as Aunt 
Sammy herself, will get many 
hitherto unconvinced house- 
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The value of home service 








wives to try electricity. 
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Contractor- Dealer Sells by 


Service-Salesman Plan 


200 washers sold by Morristown, N. J., 


electrical 


man who establishes 


good will relations with customers 


lying districts are not always 
used to prompt service and 
when service is given them in a 
quick and pleasant manner, the giver 
is more than repaid by receiving an 
extra share of publicity across the 
back fence. And this good will, built 
by service, has been a factor in 
selling 200 washers and 15 ironers 
this year for Wm. B. Austin, con- 
tractor-dealer at Morristown, N. J. 
Service is the byword and every 
salesman and employee must believe 
in it and always render it promptly. 
When a service call 
comes in, the man who 


Piorvine's in small towns and out- 


who could use a washer, ironer, etc. 
This keeps a fresh supply of leads on 
hand at all times. Pay is offered for 
three leads, but it is seldom taken as 
the customers feel they are doing 
their friends a favor. 

A girl who spends about two hours 
a day at the telephone also gets many 
good leads. Various tactics to get 
information in the telephone conver- 
sations were tried but a straightfor- 
ward statement of the reason for the 
call is found most effective and 
people usually answer the questions 
asked of them by the young lady. 
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Wherever possible, the demonstra- 
tions are made at night. This makes 
it possible for the man of the house 
to see the demonstration and this 
usually leads to a quicker decision. 

Whenever a sale is made in the 
daytime, if possible the machine is 
delivered the same day. This elimi- 
nates the chance of friend husband 
coming home and cancelling the 
order. 

When demonstrating _ironers, 
whenever possible, a factory demon- 
stration is obtained. However, to 
meet emergencies, the office girl was 
sent to the factory and taught how 
to make a demonstration. She is 
now able to handle a demonstration 
in quite an effective manner. 

A number of dishwashers have 
been sold to churches. These, al- 
though not used very often are very 
useful when needed. To sell this 
market the salesman gets in touch 
with the ladies’ aid society, or other 
organization, and makes a demon- 
stration of their convenience. 

Aside from the profit in these sales 
many leads are ob- 
tained through the 





can make it easiest 
takes it immediately, 
as each salesman is a 
thoroughly trained 
repair man. One can 
easily imagine the 
feeling of a customer 
who sends in a call for 
repairs on a washday 
and finds a man on the 
job in fifteen minutes. 
Most service calls come 
in on Monday or Tues- 
day as these are the 
days when the washers 
are mostly in use. For 
this reason, a man is 
always in the shop on 
these days. 

The first year, the 
washers are oiled and 
serviced free. After 
the first year, an an- 
nual service call is 
made for which the 
customer pays one 
dollar. This plan is 
very popular as it re- 
lieves the customer of 
any worry about oil- 
ing, etc. 

Each_ service call 
opens a way for more 
leads. When a man 
is making a repair he 
asks the customer if 
she has any friends 
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Good Service Means More Sales 


fact that the machine 
is actually placed in 
operation by the hands 
of many ladies of the 
community. When 
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The good will accruing from an excellent service policy 
has actual sales results 
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The service call is answered by Austin’s service-salesman 








seen in actual opera- 
tion, many pre-con- 
ceived notions as to 
the efficiency of the 
machine dissappear. 
Many people can- 
not afford all cash 
yet do not want to 
buy on time payment. 
To meet the views of 
these customers a cash 
account is allowed to 
those who are good 
credit risks and on 
which they make two 
fifty-dollar payments 
and one _ sixty-dollar 
payment over a period 
of sixty days with no 
interest. This makes 
them feel as though 
they are paying cash, 
yet gives them time 
to pay. Six per cent 
interest is charged on 
all time accounts. 
Mr. Austin handles 
all contracts under six 
months himself; while 
all over six months he 
turns over to a finance 
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Llectric Refrigeration 


Show Sells 200 Units 
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LECTRIC re- 

frigeration 

was exhibited 
in Boston, Mass., 
during the week of 
Sept. 27-Oct. 2, 
under the auspices 
of the Edison Elec- 
tric Illuminating 
Company and ten 
leading manufac- 
turers. This was 
the second annual 
show of its kind 
in the Hub, and last year’s was 
so successful — in comparatively 
small quarters in a vacant store on 
Boylston Street—that it was decided 
to use one of the better halls of the 
city for the 1926 display. 

The show was staged by a com- 
mittee of which C. Ernest Green- 
wood, superintendent of the appliance 
department of the Edison company, 
was chairman, the other members 
being H. W. Newell of the Frigidaire 
organization, N. M. Prentiss of 
Coldak, Charles Gould of Kelvinator, 
and J. J. Caddigan of the Edison 
staff. 

At least fifty machines were sold 
by the Edison company as a direct 
result of the show in the month fol- 
lowing its inception, and the total 
sales by all dealers interested ran 
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Two of the displays at the 
Boston refrigerator show. 


about 200 in the same period, accord- 
ing to the best advices available. 

Forty per cent of the cost of the 
show was carried by the Edison com- 
pany, and the total expense of the 
display, including advertising, was 
about $5,000. The hall was finely 
decorated with panels suggesting re- 
frigeration, and many sales were 
made off the floor. 

The show was held in the Fall in 
order to emphasize that electric re- 
frigeration is a year-round service. 
The exhibitors and others interested 
distributed 80,000 free tickets; there 
was a total attendance of 5,500 dur- 
ing the week, and the surprising total 
of 550 paid 50 cents admission even 
though complimentary tickets were 
advertised in the local press. 

Electrically made ice-cream was 


Ten refrigerator manufac- 
turers and the Boston 
Edison Illuminating Com- 
pany co-operated in a suc- 
cessful refrigerator show. 
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It will pay you to attend the | 
| Electrical Retrigeration Exhibit | 











served by the Frigidaire organization 
from a commercial cabinet on dis- 
play; the Kelvinator agency main- 
tained units in operation, a full-sized 
floral equipment was in service on 
another make and the Servel com- 
pany showed talking movies. The 
Boston Herald-Traveler contributed 
four free advertisements of the type 
illustrated. 

Commenting on the show, Mr. 
Greenwood said recently that during 
the first week in October, more re- 
frigerating units were sold by the 
Boston Edison Company than during 
the entire month of October, 1925, 
or in the six weeks ended Sept. 15, 
1926. 
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RESENT methods of selling 

electrical goods necessitate the 

movement of dealer-owned stock 
from the store to the homes of pros- 
pects. It is now a common occur- 
rence for an active merchandiser to 
have over 50 per cent of his appli- 
ance inventory in the field—on trial. 
How best to keep control of these 
many and oftentimes complicated de- 
liveries and returns, is a problem 
that continues to perplex many 
dealers. O. W. Schaffner, owner of 
the O. W. Schaffner Company, South 
Bend, Ind., has solved this conun- 
drum to his entire satisfaction. 


One Printed Form Suffices 

One printed record form is all 
Schaffner uses. This not only indi- 
cates the exact status of every piece 
of merchandise in which he still re- 
tains title, but covers his repair busi- 
ness as well. 

As will be seen from the accom- 
panying illustration, this form is 
provided with check items. The 
sheets measure 4 x 6 inches. They 
are serially numbered and come from 
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the printer pad- 
ded in sets of fifty 
—a white original 
copy and a yellow 
duplicate. 

A pad of these 
forms is always 
to be found in a 
special receptacle 
provided for it near the: telephone. 
When a call by wire, from a sales- 
man or from a store customer is re- 
ceived, to deliver, pick up, or repair 
an appliance, the date and the cus- 
tomer’s name and address is entered 
on this order form and the proper 
“action” spaces are checked. Thus 
if Mrs. Williams telephones to de- 
liver an electric washing machine 
“on trial’—yes, that sometimes does 
happen—the clerk makes a designat- 
ing mark after the words “washer,” 
“deliver” and “consign.” When the 
appliance is purchased, Mr. Schaff- 
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Keeping a Check on 


a 


ner checks the item “charge” or 
“paid” as the case may be, adds the 
necessary billing notations and re- 
fers both copies to the bookkeeper. 


Recording Repairs 


All repair orders originate on this 
same form. “It is almost as im- 
portant to keep one’s fingers on the 
flow of repair work as it is on that 
of new stock,” says Schaffner. 

In this case the item “repair” is 
checked, the entry typed on the re- 
capitulation sheet and the yellow copy 
sent to the repair department. Sub- 
sequent routings and billing are sim- 
ilar to those above outlined. 
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nl Demonstration Machines 














How Schaffner, South Bend, Ind., keeps 
the complete picture of outside stock 
movements ever before him. One form 
covers demonstration and repair activities 
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One originating 
form, illustrated on 
the opposite page, 
supplies a record 
of all machines and 
repairs. The form 
below is a typed re- 
capitulation sheet 
which enables the 
owner to control 
his stock movement. 





Schaffner’s recapitulation sheet is tem. “Since its inaugural one year and reduced stock losses and cus- 
the watch dog of this system. It ago,” he declares, “I have dispensed tomer complaints to an _ absolute 
never leaves his desk. Thus, if with the services of one bookkeeper minimum.” 
orders are lost, a permanent record 
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the this sheet appears, in chronological RECAPSTULASION SHEET 
re- order, the identifying facts about — 
ay each transaction. Its chief purpose FORM — cine | 
1s to enable this Indiana dealer to tell NUMBER APPLIANCE SENT NUMBER CUSTOMER ADDRESS CLEARED 
at a glance what stock is out on trial 03645 B L Washer 9-10 32882 H. L. May 21 Mein u“ 
; or being aired. ach shee S 
ed ec repaired Each sheet holds 03646 Modern Cleaner 9-10 4563 T. F. Jones 586 Main | Y 
im- fifty entries. All unchecked items 
the are mute invitations for investiga- 03647 Redio Set 9-11 -- Paul il: Elm | 
chat tion. 03648 Repairs 9-13 “i Store v 
The further back the item—the 03649 B L Wesher 9-13 329BE Mrs. Williams 29 Adems } 
» ig more urgently it bids for attention. l oy 
5 -13 26 Bre Spruce | 
re- Schaffner states that he can run 03650 Cleaner 9-12 4826 T. Brown Spruc | 
aes ° és Prye 
Opy through the sheets containing this ab- 03651 Repairs 9-18 -- Clueth City 4 
Sub- breviated record for a three months’ Seer ° a a: ane eee Senn here 
im- eriod i i sina ' 
sim P ~~’ in less than five minutes. : This recapitulation sheet is the to tell, at a glance, what stock is 
- W. Schaffner is enthusiastic watch-dog of Schaffner’s system. out on trial or being repaired. It 
about his simple, yet adequate, sys- Its chief purpose is to enable him is also a permanent sales record. 
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An 


Appliance 


Dis ‘play on the 
Boardwalk 














7 permanent electric exhibit recently 
opened by the Westinghouse Electric and 
Manufacturing Company at the Shelburne 
Hotel, Atlantic City. It includes ua display 
floor, and a completely furnished, two-story 
electric home artistically decorated. 


BOVE, the living room, and at 
44 right, the stairway leading to 
the basement, which contains elec- 
tric washer, ironer, water tank 
heater, etc. The products exhibited 
will be changed frequently to dem- 
onstrate to the public the latest 
electric devices. 
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ELECTRICAL MERCHANDISING 


Does Electrical Advertising 
Touch the 1927 Heart? 


By DONALD M. MACKIE* 
Hodenpyl, Hardy and Company 
Jackson, Michigan 


confronts us every day, it is quite 

apparent that advertising seeks 
to take over the direction of human 
destinies and offer a solution to all 
problems. Advertisers— must we 
not conclude?—have become not only 
physicians to the general public but 
definers of our bearing and conduct. 

We buy our knowledge in five-foot 
units. “Fifteen Minutes a Day” on 
the five-foot shelf, and you can 
dominate any meeting—or out-talk 
anyone at the dinner table. Why is 
it, when you take your best girl to a 
dance, the fellow sitting on the other 
side of you can make a dummy out 
of you? Because he read the ads, 
and for $1.98 got two volumes of 
“Etiquette as a Short Cut to Suc- 
cess,” or “How to Be the Life of the 
Party.” But, we too read the ads, 
and turning a page further came to 
that subject which even husband and 
wife cannot discuss, and found that 
as a promoter of close and intimate 
conversation “‘Listerine Beats Litera- 
ture.” We now know that when that 
tired feeling comes along about 
3 o'clock in the afternoon, we must 
immediately purchase a carton of 
raisins and fill up on iron, which 
naturally should induce living to a 
ripe and rusty old age. Such things 
as a healthy fatigue are made to ap- 
pear alarming and call for the im- 
mediate purchase of raisins, Tanlac 
or rubber heels, depending on which 
ad we see. 

What is it that is in the air—that’s 
behind the tremendous sales made 
possible by the ideas the advertisers 
are expounding They are playing 
on mental states, on fear, social em- 
barrassment, on imitativeness, on 
envy, on ambitious desires. Tre- 
mendous sums are being spent to 
advertise merchandise in this way, 
and it means something to us. 

Our advertising must go out and 
compete with this barrage of new 
type advertising—all of it playing on 
human nature—on new social con- 


|: WE study the advertising which 


sciousness—on the tendency to 
Imitativeness—on the “You _ too” 





*Paper presented at the convention of 


Great Lakes Division, N.E.L.A., French 
Lick Springs. September 23-25, 1926. 


thought; which’ seeks to arouse de- 
sires for things long considered be- 
yond reach but which “you too” may 
now have. 

Though we may have a laugh at 
the expense of this style of adver- 
tising, which sells everything from 
automobiles to Listerine and volumes 
on how to be a social success—let us 
give heed to its results. It is mak- 
ing sales—getting a share of the in- 
dividual’s purse, of the family spend- 
ing money. It is competing with us. 
For we, too, are selling goods and 
services and must, to enjoy sales 
success, get a share of what the pub- 
lic spends. There’s a place here for 
advertising. 

Time to Study Advertising Trends 

What is the situation? Generally 
speaking, we are at a point where 
solid and substantial development of 
increased consumption from our 
present market must be carried on. 
In most cases, the day of tremendous 
housewiring gains is pretty well 
past, with communities showing 70 
to over 90 per cent of homes wired. 
Yet, the average consumption of elec- 
tricity. for home comforts has not 
increased so rapidly as the average 
consumption of gasoline for pleasure 
cars. Nor is the saturation curve 
going up—the number of appliances 
in use per wired home is less than 
ten years ago. Clearly, then, there 
stands before us not only an oppor- 
tunity, but a mandate. Is it not fit- 
ting that we inquire into the char- 
acter and quality of our advertising 
as it is influenced by and should in- 
fluence present-day conditions? 

That electrical merchandise adver- 
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“TE means something to 
us that tremendous 
sums are being spent to 
advertise merchandise by 
playing on mental states, 
on fear, social embarrass- 
ment, on imitativeness, on 
envy, on ambitious de- 
sires.” 
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tising which today not alone holds 
its own, but forges ahead for results 
in the tumultous field of advertising 
competition, is «that which directs 
itself into these avenues of appeal 
which digs into the reader’s self-in- 
terest and selfish desires—contain- 
ing personal, not technical forms of 
appeal. Do not infer from this any 
brief for freak or tricky advertising 
—nor, on the other hand, any sup- 
port for pseudo-dignity in trying to 








enfold purple robes around the 
simple and homey operations of 


washing socks and ironing shirts; 
but rather, the plain attraction of 
the direct appeal which pictures the 
enjoyment to be had. 

If all ads could be written in the 
spirit of the sales talk, when warmed 
to action on a prospect—results would 
show it. Only one pair of eyes and one 
mind, in the ultimate, focus on the 
individual reproduction of the ad. 
In building the ad then, should not 
it be written in the spirit of setting 
before you one prospect and arousing 
that one individual? 

This is especially true of direct- 
mail pieces. By giving thought to 
such of this material as you pre- 
pare or have prepared (and the more 
direct mail copy that is built on your 
individual needs and situation, the 
better)—by studying carefully the 
individual appeal, the more intimate 
reaction will you obtain, and the 
closer to results will you land. 





Three Conclusions to Consider 


So today—in considering the ad- 
vertising of merchandise as a busi- 
ness builder—we may do well to con- 
sider three things: be mindful of 
the turn in the times—of changing 
public outlook; get away from the 
“pot boiler” type of advertising and 
build to the individual appeal; de- 
velop your natural resources in the 
employee organization for widening 
your marketing horizon. 

Samuel Insull, in his notable ad- 
dress at Atlantic City, bespoke the 
great need for a high quality of en- 
gineering in the sales organization 
of today. As one who gathers frag- 
ments from the tables of the wise, 
may I say “Amen” to this—but also 
to venture the opinion that there is 
still a need for a_ buttressment 
of constructive visioning —for a 
share of commercial-minded dream- 
ing. Else how could we point to the 
achievements of an Insull—-of a 
Cobb, a Byllesby, a Dow, a Tippy 
were it not that, with their engineer- 
ing, they were visioning the fields 
ahead, dreaming of a greater future! 


L CAMINO, the new 100-apartment building in 

San Francisco, the radio installation in which 

was handled by H. T. Ailor, of the Radio Den. 
The loudspeakers in the apartments are countersunk 
in the walls and a compensator is switched on when 
the loudspeaker is switched off, thereby keeping the 
load constant and eliminating the necessity for 
readjusting the main set. 








HE main set is in the lobby 
of the apartments where it is 
noted and commented on by all 


who come in. This installation, 
which cost $10,000, has promoted 
similar radio wiring jobs in other 
buildings. 
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for Radio 


LL apartment houses provide a 
A gas connection in the kitchen 
to which the tenant may con- 

nect his stove. Some provide the 
stove, believing that the extra con- 
venience of the service thus provided 
will find its return in higher rents 
and in fewer vacancies. Radio in 
apartment houses, where it has been 
installed at all, is mostly in the stage 
of the gas connection—radio outlets 
are provided in each suite of rooms 
to which the tenant may, if he de- 
sires, connect his own instrument. 

In the cases where the program is 
provided by a central receiving set, 
some inconvenience has been experi- 
enced as a rule, by the fact that a 
varying number of loud speakers 
will be in operation at a given time. 
In consequence, it is necessary fre- 
quently to readjust the instrument 
if a desirable tone is to be main- 
tained. 

A recent installation in San Fran- 
cisco, for which H. T. Ailor of the 
Radio Den of that city is responsible, 
involves several new features which 
have eliminated any difficulty of this 
kind. The apartment house in ques- 
tion is the El Camino, one of the 
larger modern structures of ten 
floors with 100 apartments. The 
building is completely wired for 
radio throughout. In place of merely 
providing an outlet in each apart- 
ment, a complete loud-speaker instal- 
lation is furnished which need only 
be turned on for the tenant at any 
time to enjoy the program furnished 
by the central set. 


Loudspeakers Countersunk 
in Walls 


Each loud speaker is set in a com- 
partment specially provided in the 
wall and covered with a neat metal 
grating, so that it is entirely out of 
the way. The effect given is that of 
@ small wall register or of the face 
of a phonograph cabinet. Another 


unusual feature of the installation is 
the compensator which is connected 
with each speaker, with a control so 
that it may be switched onto the 
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Wiring the Apartment House 





line in its place whenever the 
tenant wishes to turn off the 
instrument. In this way, the 
tenant is given perfect con- 
trol of his own apartment 
and, at the same time, the load 
remains constant, so that 
there is at no time a fluctua- 
tion in volume resulting from 
loud-speakers being added or 





Some new kinks in- 

troduced in 100- 

apartment job in 

San Francisco bring 

satisfactory results 

to both owner and 
dealer 








withdrawn from the circuit. 

The floor plan of each of the ten 
floors is identical, so that it has been 
found most satisfactory to wire the 
instruments in groups perpendicu- 
larly. This gives ten groups of ten, 
wired first in series and then in 
parallel. Central station current is 
used with A and B eliminators for 
operating the set, the cost of opera- 
tion at lighting rates being some- 
thing like 4c. per hour. 

Several advantages are claimed for 
the installation. In the first place, 
the loud speakers are completely out 
of the way and are as inconspicuous 
and as unobjectionable in appearance 
as the ordinary switch plate. The 
fact that the loud speaker is not in 
sight adds an element of mystery 
which has its fascination and also 
guarantees that it shall not be han- 
dled or tampered with in any way. 


Equalizing of Volume 


The switching in of the compen- 
sator not only provides an easy way 
to turn off the individual loud 
speaker, but makes it unnecessary to 
provide any supervision of the main 
instrument. The dials are set and 
adjusted to perfect tone—and then, 
because of the unvarying load, can 
be left indefinitely, until some other 
station is desired or called for. The 
volume is at all times constant and 
as loud on the tenth floor, or that 
farthest from the receiver, as it is 
on the first. 

The antenna is on the roof, with 
the lead direct to the office on the 
main floor through a convenient 
ventilating pipe. Servicing is done 
once a month as part of the original 
contract of installation, but very 


little is required. The operation has 
been thoroughly satisfactory. 

The cost of the installation was 
$10,000, a figure which is at first 
considered high by those contemplat- 
ing similar jobs. The owner, how- 
ever, is thoroughly sold to the idea. 
He has found that the higher re- 
turn per room made possible through 
the attraction of the radio makes ex- 
cellent returns on the investment. 
Vacancies are unknown in this house; 
there is always a waiting list, while 
similar apartments in the neighbor- 
hood have from one to five vacant 
apartments at most times. The 
owners consider the installation so 
favorably that they are duplicating 
it in a new apartment house and also 
in every room of a 300-room hotel 
they are now erecting. 

The details of the wiring and of 
the loud speaker inset in the wall are 
of Mr. Ailor’s own design. 


Installation Has Promoted Sales 
of Other Sets 


The fear expressed by certain 
other radio dealers that these instal- 
lations will prevent the sale of other 
radio sets to tenants has proven 
groundless. Mr. Ailor has put his 
own name and that of the Radio Den 
as a nameplate on each loudspeaker 
and on the main instrument itself, 
with the result that tenants who are 
attracted to radio by the programs 
they have enjoyed in their apart- 
ments have often called him up and 
made arrangements to purchase sets 
of their own—or have recommended 
to him the names of others who be- 
came interested through listening to 
the loudspeaker in their rooms. 
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In addition, signs are placed on 


the outside of the building and on 
the main instrument in the hall 
whenever additional work is being 


done, or a new building is being 
wired. Ong of these signs placed on 
a busy corner, Mr. Ailor estimated, 
cost him $15 to erect—and was 
directly responsible for the sale of 
twelve sets. Four sets have been 
sold to tenants in the El Camino 
apartments who wished the pleasure 
of tuning in for themselves or of 
“getting distance.” 


Toronto 


ELECTRICAL MERCHANDISING 


Inasmuch as the apartment house 
district is well downtown, anyone 
selling instruments to tenants must 
face the competition of all the down- 
town stores—and undoubtedly these 
sales would not have gone to the 
Radio Den, which is located else- 
where in the residence district, had 
it not been for the advertising re- 
sulting from the installation. 

Mr. Ailor believes in apartment 
house radio and has many other in- 
stallations to his credit. The way 
to get this business is to go out after 





League 


To Publish “Red Seal Monthly” 


HE Electric Service League of 
Toronto is beginning a new 
plan of Red Seal promotion. 
This is the publication of a “Red 
Seal Monthly”—a sort of house or- 
gan to be distributed to a thousand 
Toronto builders, architects, occu- 
pants of a thousand Red Seal homes, 
etc. This “Red Seal Monthly” will 
contain not only lists of new Red 
Seal houses reported, final seals is- 
sued, but also a current list of 100 
per cent Red Seal builders, con- 
tractor members of the League, lists 
of range installations, electric re- 
frigerator installations, etc. Later, 
an appliance section is to be added, or 
else the publication sub-divided into 
a builder section, and a general con- 
sumer section. 


Can Give Publicity to Builders 
and Contractors 


In its work of operating the Red 
Seal plan on a mass basis, where Red 
Seal houses mount up to a hundred 
a month—the number for October 
was 102—such a publication will en- 
able the League not only to give 
good publicity to builders, contrac- 
tors, and others who play with the 
League on a good co-operation basis, 
but will enable the League to correct 
some difficulties that arise out of 
necessary contact with—and some- 
times conflict with—small outside 
contractors who do not belong to the 
League, and who fight the Red Seal 
standard because it prevents them 
from chopping down on their jobs. 

In 1926, contractors who joined the 
League had to sign an agreement, 
part of which was: 

(1) When installing a Red Seal 





wiring specification, on order from 
a builder or owner, to comply strictly 
with all requirements of the Electric 
Service League specification. 

(2) In such case, if any error or 
omission for which the contractor 
is responsible, is reported by the 
League, he shall promptly rectify 
that error or omission to the satis- 
faction of the League. 

3) This agreement to be in effect 
for 1926, and for the further period 
of membership. The League is to 
have the right to discontinue mem- 
bership at any time without refund 
upon refusal to carry out the terms 
of this agreement, giving written 
notice. After such discontinuance, if 
a contractor wishes to rejoin the 
League, a deposit of $50 may be re- 
quired as surety of good faith. 

That agreement was required to 
give the League a suitable weapon 
of protection in cases of fall-downs 
on Red Seal jobs, but even at that, 
some contractors have not yet learned 





| i ere projected publica. 

tion of the Red Seal 
| Monthly by the Electric 
Service League of Toronto 
| will enable that organiza- 
| tion to give good pub- 
| licity to builders and con- 
tractors who co-operate 
| with it in promoting Red 
| Seal wiring. 

It will also have a more 
flexible control over the 
publication of its list of 
members. 
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it, is his belief. Of course one apart- 
ment will bring another, as in the 
case of the new building contem- 
plated by the same owners. Other 
owners, as well, attracted by the ab- 
sence of vacancies in a radio-wired 
house and the comments of en- 
thusiastic tenants will wish to reap 
the same rewards. The field is as 
wide as the city in which the dealer 
lives, however—and most of the 
prospects, will not discover them- 
selves. The opportunities await 
their developing. 


the lesson that it is cheaper to put 
the job in right, in the first place, 
instead of having to go back to a 
job and make it right. 

The Toronto League has time and 
again protected builders in this way, 
and has obtained a wide measure of 
popularity with builders because of 
its check-up service. It is taking a 
lot of small outside contractors in 
hand, through its builder connection, 
in a way never before attempted by 
any industry body. 


Flexible Control Over 
Publication of Names 


One weakness of the contractor 
membership situation has been the 
fact that the League, in obtaining 
its contractor members at the first 
of the year, has printed a list of 
them, and this list has had to stand 
for months. By having the Red Seal 
Monthly, and publishing, month by 
month, a list of the contractor-mem- 
bers, the League has a flexible con- 
trol over publication of names. A 
contractor could be struck off the list, 
if necessary, and his name imme- 
diately omitted from all publicity. 
Under the old system, that could not 
be done, without expensive reprinting 
of a large list. The Red Seal Monthly 
idea not only permits twelve publi- 
cations of the contractor list, but 
enables the League to publish a great 
deal of Red Seal field work material 
that will strengthen the play of its 
uplifting influence against destruc- 
tive criticism. 

In 1927, the Toronto League is go- 
ing to attempt a clean-up of the weak 
or evil elements in the contracting 
situation by stronger use of publicity 
and its experiment will be worth 
watching. If successful, it will lay 
the foundation for the cure of many 
evils that have been the despair of 
the good contractor, and the other 
constructive interests of the industry. 



































Facts on Klectrical Industry Presented ro 
2,000 Cleveland Business Men 


HE electrical trade in Cleve- 
land has never waited on prece- 
dent. Under the leadership 
of J. H. North, the Cleveland Elec- 
trical League has time and again 
initiated new methods of promotion 
and set standards of achievement. 
Consequently when news comes of a 
monster luncheon of 2,000 leading 
Cleveland business men to celebrate 
the electrical industry those who 
know Cleveland and the Cleveland 
Electrical League do not have to be 
told what was the force that started 
this event. Thirty civic and busi- 
ness organizations, under the leader- 
ship of the Chamber of Commerce, 
postponed their meetings for that 
week and joined in a huge luncheon 
meeting in the mammoth convention 
hall to learn about Cleveland’s posi- 
tion in the electrical world. 

As a preliminary, the Electrical 
League’ of Cleveland set a special 
crew to work making a census of the 
electrical industries, the first time 
anything of the kind has been at- 
tempted in the city. The census 
developed the fact that Cleveland has 
35 manufacturers of electrical prod- 
ucts which utilize $75,000,000 of 
capital, outside of the hundreds of 
millions invested in the electrical 
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public utilities, employing 35,000 
people and turning out 250 different 
products ranging from minute two 
watt lamps to giant electric cranes 
and from tiny motors to electric 
street cars. The output of these 
manufacturers in the last year had 
a value of $130,000,000, exclusive of 
the value of public utility services. 


Extensive Electric Manufacturing 


The survey showed in addition that 
there are many other manufacturers 
in Cleveland who incorporated elec- 
trical devices in their products from 
motor-driven office equipment to 
automobiles and motor trucks, from 
elevators to aeroplanes, and that 
practically all of the automatic ma- 
chinery, for the manufacture of 
which Cleveland is famous, relies 
upon electricity for its operation. 

The speakers were M. H. Ayles- 
worth, who recently left his post as 
managing director of the National 
Electric Light Association to become 
president of the National Broadcast- 
ing Company, Inc.; J. F. Lincoln, a 
Cleveland manufacturer of arc weld- 
ers; William R. Hopkins, city man- 
ager of Cleveland, and W. B. Stewart, 
president of the Chamber of Com- 
merce. 


The meeting took two months of 
preparation on the part of a number 
of committees, but was so successful 
that at least three more will be 
staged, a month or two apart. 

Most of the 250 electrical products 
made in the city were on display on 
raised platforms around the edges of 
the vast crowd, and following the 
meeting the exhibits were opened to 
the public. For a week previous to 
the luncheon, retailers of electrical 
products had set up special counter 
and window displays featuring “Elec- 
trical Week,” and all the daily news- 
papers featured the event with 
special sections. 

The story of how such a vast meet- 
ing was put over is the story of 
organizing the business men of the 
city through their civic, business and 
luncheon organizations. The idea of 
a joint meeting was “sold” to the 
leading bodies by the Chamber of 
Commerce. A general committee was 
named to work under the Chamber’s 
Industrial Development Committee. 
Allard Smith, vice-president of the 
Union Trust Co. is chairman of the 
latter committee, and R. C. Norberg, 
vice-president of the Willard Storage 
Battery Co., is chairman of the spe- 
cial sub-committee. 
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Myers found room 
pair of tubs free with each washer, on pages 2 and 3 
but am inclined to credit the lion’s for a 34x22 double- 
share of this acceleration to the use page advertisement in 

HE October washing-machine of this 4-page, 18 by 24-inch news- which he announced 
campaign of the Domestic paper broadside. Scores of women his premium _ offer 
Electric Company, St. Louis, mentioned it when they called or for a pair of tubs 

Mo., was advertised mainly through telephoned about getting a washing free for a_ limited 

the hand- distribution of 100,000 machine or a cleaner. The salesmen time only. : 

newspaper broadsides. reported also a marked increase in The second char- 
“October’s total appliance sales public receptiveness and many refer- acteristic advan- 

through our five outlets in St. Louis ences to this striking and unusual tage of a large newsprint paper 

were 66 per cent ahead of those for method of advertising.” broadside is the comparatively low 

September,” states W. W. Myers, Perhaps the outstanding feature cost of preparing and distributing 

general manager for this concern. about the newspaper type of broad- this type of circular. One-hundred 

“Gross sales for this latter month side is the ample space it affords for thousand copies were run off at a 

amounted to $48,000 for washing the use of words, so that the sales total cost of $950. A distributing 

machines and $11,500 for vacuum story can be presented in its entirety, concern agreed to deliver one broad- 
cleaners. This increase I attribute as well as for the display of striking side to every home in the districts 
in part to our premium offer of a advertisements. selected for one-fourth of a cent 
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Newspaper-Type Broadsides 


at total cost of $12 a thousand delivered 


Increased Sales 66 per Cent 








Dh of “Miss Eden” With the New De Luxe 
the $15 Pair of Eden Tubs, Offered FREE 
While a Li: sited Quantity Last 
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apiece. The mailing cost on this job 
would have amounted to at least six 
times this sum. 

A consideration of this form of 
advertising would not be complete 
without reviewing its weakness. 
Myers admits that the newsprint 
broadside does not reflect as favor- 
able an impression of quality product 
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While a Limited Quantity Last, the Coupon Printed Below Entitles 
Bearer to a $15 Pair of Eden Tubs FRIE of any Charge Whatsoever 
with the Purchase of this Beautiful De Luxe Eden Washer! 


The Factory has just given permission. by wire. for us to make this offer for a two 

oviding the self-dranung, easy rolling tubs last that long. This is done 

men the new improved Eden Washer, the DeLuxe 
sh 


narvel at the refine her that has served St. Louis homes Prove It’s Unquestioned Superiority. 
Buk better 1 ever before. Now has tub and cylinder 
& mstvor like surtace which won't tamish, rust or corrode, 
en wth a her before. | t now, while these $15 tubs are free Many of the first Edens sold in St. Louis are still doing 
Dernorintrate sy at our stores——or vent to your home for your next washing without their faithful work, saving dollars, saving dothes. savin 


== THIS OFFER EXPIRES —— 


| WASHER 





35,000 EDENS in St. Louis Homes 
More than all others combined 





time on washday. Nobody knows how long they'll last 
When you decide on the Eden you know your washda 
troubles are over for a long, long tame 








ORDER YOUR EDEN TODAY 
Come In Or Telephone 





& ONLY 
aturday, Oct.9 $9.50 
PAYMENT 

We have secured a limited number of these Eden Tubs for this Introductory Sale 
They may or may not last until the last day. Don't risk fisappomtmnent-~uvee the 18 Months to Pay the Balance 
coupon—it is worth $)i—get sour Eden aad Free Tubs now while you're sure ‘ ge 
of thers. "ee sais 
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Union Electric Light and Power 
2th and Locust Sts. or any Branch) 
Where Vea Vayments are Made With Your Light Hills 





SCRUGES VANDER VORT BARNEY 
Ehecaric Shop, 


Electrix & 
GaArtietd 1300 creer 


LOUIS WOLKEN ELEC Co, Spring & Humphrey Laciede 1528 





as does the better printed job on 
smaller, smoother stock which gets 
in the home through the United 
States Mail. He knows that many of 
these messenger - distributed news- 
papers fell by the wayside. He states 
that they are undoubtedly more eco- 
nomical to use where the territory is 
large enough to warrant a run of 


Phone MAin 3220 


STIX-BAER & FULLER 


in Floor 
Phone CEntral 6500 


DOMESTIC ELECTRIC COMPANY, Distributors 
908 Pine Street Phone GArficid 1600 


USE THIS COUPON NOW ! 
Get the $15.00 Tubs FREE 


Co. 





rang or Mal the upon at once to the Union Klectre Light 
and Powe Vandervonei-erney, Stix ' 
. pestic Flecttic Co. oe Lanis 
Wolken tle, Co 





This Coapon bantitles the Undersigned to 
One $15 Pair 2) Eden Tabs FREF 
Upon the Purchase of a New EDPS Washes 
| Not Good after | 
pm 


Saturday October 
Mh 1926 i 
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35,000 or over. “But as a means of 
giving the old, old story a new set- 
ting; as a method of making the big- 
gest noise to the largest number at 
the lowest possible cost per ‘shout,’ 
you can’t beat the newspaper type of 
broadside. I will unquestionably put 
out another issue in the near future,” 
he declares. 
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Healthappeal 
and_ house-to- 
house sales 
work develops 
fan business 


Sells 95 Ventilating 
Kans in One Month 


through free trial offer 


‘7 ITCHEN exhaust fans can be 
kK sold in worth-while quantities, 
but it takes a field organiza- 
tion te. do it. This is the conclusion 
of Lz V. Garnier who is operating a 
sales truck and four men for the 
Domestic Electric Company, 908 
Pine Street, St. Louis, Mo. These 
men, according to Mr. Garnier, work- 
ing eight hours a day, will each sell 
from three to seven fans a week. 

During October this concern 
booked ninety-five orders for this 
essential kitchen appliance at $56 
per fan. November sales will exceed 
100. The salesmen are paid a flat 
$10 commission on each sale. 

“The exhaust fan has wonderful 
merchandising possibilities,” says 
Mr. Garnier. “Like practically every 
electrical appliance, however, it must 
be sold. The more meritorious an 
article is nowadays the harder you 
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much work to sell it, it would seem. 
The kitchen exhaust fan is an ex- 
cellent example. Here is a device 
that, in my opinion, does as much 
as any major electrical appliance to 
promote health and comfort in the 
home, to elevate its social standing, 
if you please. It is comparatively 
inexpensive. It carries a liberal dis- 
count and has many real talking 
points. Furthermore, the field is 
broad, receptive and ,unsaturated. 
Why don’t dealers sell more of them? 

“T think I know the answer,” Gar- 
nier continues. “Their inability to 
hire and train men. To such dealers 
I would say: ‘First go out and 
demonstrate to your own satisfaction 
that it can be done. Sell yourself on 
the exhaust fan. Put in at least 
three solid days on the firing line. 
Master the sales talk. Then—when 
building your sales crew—you will 












be in a position to inspire it, to hold 
the young hopeful to his task, to 
council him.’ ” 

There are, it appears, two out- 
standing things to consider. One, 
the operation of the crew. Two, the 
selling talk. 

Garnier puts five fans in his light 
truck and starts out with his four 
men. He employs the straight can- 
vass, door-to-door method when nec- 
essary, but states that he directs his 
men, primarily, to the homes of well- 
to-do members of women’s clubs 
whose names he obtains from the 
club roster. “I sell the president of 
the club first. If that is impossible 
I can always land one or more in- 
fluential members. With their rec- 
ommendation as a starter the ap- 
proach becomes much easier. 

“The fan and its attachment panel 
is, of course, left in the truck down 
the street until the trial offer has 
been accepted. The salesman intro- 
duces himself as an engineer repre- 
senting the Blank Blower Company 
of Detroit. This is to overcome the 
thought, by now pretty well im- 
planted in the prospect’s mind, that 
the man at the door is selling some 
major appliance. The words engi- 
neer, blower and Detroit command 
attention,” Garnier declares. Each 
man carries neatly engraved cards 
which bear the name of the company 
manufacturing the blower. He also 
has a portfolio of photographs. 


The Sales Talk 


“My men talk ventilation entirely, 
not fans,” he explains, “they stress 
the social advantage of keeping the 
menu out of the air until the guests 
are served. They next explain the 
action of grease-saturated cooking 
steam, its ruinous effect on curtains, 
walls, and furniture. They talk 
about the movement of air. Ridding 
the house of impure air and then, by 
reversing the fan, filling it with pure 
ozone at the rate of 600 cu.ft. per 
minute. Then comes the offer of a 
week’s free trial. 

Garnier states that 90 per cent of 
his trial orders are converted to sales 
and that but eight per cent of these 
sales become reverts. 

The Domestic Electric Company 
offers terms when requested. So far 
70 per cent of the sales have been 
for cash. Reason—the caliber of 
homes contacted and the fact that 
it is a $56 article. The salesmen are 
averaging $45 a week. “They have 
been at it two months. This average 
is increasing at a very satisfactory 
rate,” says Garnier. 
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dealer of Jefferson City, Mo., has one 
of the best store locations on High 
Although High is the “Main 
Street” of the capital city of Mis- 
souri, his monthly rental bill is but 


Street. 


$65. 


will exceed $8,500. 
ness for this year, estimating Dec., 
net $33,000. The rent item, 


will 


P. STOKES, the man who 


i 
« 


For 


therefore, 


sales. 


According to figures collected 


This store is 70 feet long and 13 feet 
wide. Despite limitations imposed by 
these dimensions M. P. Stokes of Jef- 
ferson City, Mo., has achieved the effect 
of roominess combined with a complete 
display of merchandise. 


s locally admitted to be 
the leading contractor- 


1926, Stokes’ floor sales 
His total busi- 


is 2.36 per cent of his 
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by Electrical Merchandising and pub- 
lished in its November, 1925, issue; 
it costs the average electrical dealer 
3.30 per cent of his net retail sales 
and the average central station 3 per 
cent for occupancy expense. 

“I wouldn’t return to a side-street 
location for any _ consideration,” 
Stokes declares. “Over-the-counter 
sales were less than $14 a day at the 
old place. Here they exceed $32 
more than double.” 

To the observer it is apparent that 
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Mr. Stokes is making every square 
foot of floor, wall and ceiling space 
justify itself every working day in 
the year. This is undoubtedly one 
of the important contributing rea- 
sons why the latest financial state- 
ment. of J. W. Stokes and Brother 


ELECTRICAL MERCHANDISING 


presented a net profit of over 8 per 
cent, owners’ salaries and interest 
charges previously deducted. 


One Good Window 


From the front of the window to 
the rear wall the store measures 82 





The Business Philosophy 
of a Veteran Lamp Merchant 


F. FREDERICKS, “exclusive 
C but not expensive,” electragist, 
e of 9618 Jamaica Avenue, N.Y., 
has been in the electrical business 
for twenty-eight years, and in his 
present store for fifteen years. Year 
by year, his business has been en- 
larging, until, with the acquisition 
of his lamp line, which he has 
pushed more than anything else for 
the past two years, his sales have 
now reached an annual volume of 
$50,000, making necessary a new 
annex for his store. 

This annex, or second room, is 
given over entirely to lamps and 
lamp shades. A wall case runs along 
the entire side, and opposite it, 
along the other wall, is a long bench 
which he uses for stepping up one 
row of floor and bridge lamps be- 
hind another. In the store proper, 
in one of the rear corners, he has 
also set aside and curtained-off a 
lamp alcove, which he keeps dark 
except for the lamp which is then 
being displayed to a prospect. Fred- 
ericks is a firm believer in showing 
lamps off under the best conditions, 
and one of the requirements is to 
avoid all outside light so as not to 
interfere with the light of the lamp. 

“You know,” said Fredericks, “a 
great many dealers are still doing 
business on the old basis of Bar- 
num’s belief. But those days are 
gone. I give all the service I can 
to my customers and prospects, be- 
cause I know that if they once do 
business with me and are satisfied, 
they are coming back and I will gain 
in the long run. 

“Also, this is one way of fight- 
ing the attempt of the department 
and furniture stores to dominate the 
lamp business. A furniture or de- 
partment store cannot give the same 
service electrically, that we can. 

“Along this same line, I guaran- 
tee all my merchandise; and if any- 
one pays me a deposit, and is later 
dissatisfied, I make no attempt to 
keep the deposit. No customer who 





comes into my store is obligated to 
buy. I allow customers to walk 
around and look at anything they 
like, and if they show signs of inter- 
est in any particular fixture or lamp, 
then I ask if I can be of service. 

“My lamp conversion business is 
also based on the same idea of serv- 
ice. One can’t make very much 
money converting vases into lamps, 
but it gives him an opportunity to 
draw customers into his store. As 
a rule, I charge from $4 to $10 for 
such jobs. The shade of course is 
extra. But don’t let them go out of 
the store without selling them a 
shade to go with the vase.” 





When You Think of Lamps 
of Frederick’s 


Think 
It doesn't matter 
whether you want 
an inexpensive 
Bridge Lamp with 
@ Parchment 
Shade or a work 
of art, such as a 
Cloisonne Base 
with a beautiful 
Silk and Geergette 
Bhade, let us prove 
to you that you 
can get it better 
at Fredericks’ 
than at apy store in this section and more reasonably priced than 
anywhere in the Greater City. Our customers will testify to this 
fact. We are never satisfied with a transaction unless the 
customer is; that’s one of the reasons why we ure continually 
building up a larger, stronger and more loyal clientele. 


Dandy Bed Lamps $3.25 


This is an odd lot that we picked up direct from the manufacturer, 
they are not old, shop worn Lamps that we are anxious to get rid 
of. Every Lamp would cost more to make than we are esking. 
They are of genuine silk and georgette, lined and interlined. 
Others in this lot at $5.00 You couldn't duplicate them for twice 
this price. 


Floor and Bridge Stands 
$4.75 to $7.75 


Many women prefer to make their own Shades For them we 
have a special lot of particularly fine sample Stands—no two alike 
They would retail regularly from $7 to $20, but an advantageous 
buy permits us to sell them at from $4.75 to $7.75 They're 
beauties and all fully piped, 


Hot Point Irons $3.95 


Out they go to make room for new fal] goods. Genuine Hot Point 
Irons, never sold for jess than $5.00 To clear them out we have 
marked them ut $3.95, 


C. F. Fredericks 


“Exclusive but not Expensive” 
ELECTRAGIST 
18 JAMAICA AVENUE 
Opp. Loew's Willard Theatre Open Evenings Until 10 
TELEPHONE RICHMOND HILL 4275 
Of Course, WE DELIVER ANYWHERE in BROOKLYN or QUEENS 














In his advertising, Fredericks tries 
to make his name and lamps almost 
synonymous. 
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feet. It is 13 feet wide. Its street 
entrance layout is such that it ac- 
tually covers but 8 linear feet of 
sidewalk frontage. This space is 
occupied entirely by one show win- 
dow of the most modern type. This 
window is 12 feet deep. Thus it is 
apparent that Mr. Stokes is getting 
60 square feet of window display 
space and 975 square feet of floorage 
on an 8-foot front basis. 

Deduct 90 square feet, for admin- 
istration purposes, from the total 
footage and it will be seen that an- 
nual floor sales per square foot of 
selling space amounted to $9. The 
annual rental charge per square foot 
is 76 cents. At Mr. Stokes’ prior 
side-street location, with its uneco- 
nomical layout, rental cost, it is esti- 
mated, was 17 per cent of annual 
floor sales. 

Although the store is narrow and 
carries over $4,000 worth of mer- 
chandise at retail inventory prices 
it does not give one the feeling of 
being cramped for room. This is 
due te the manner in which the ap- 
pliances and electrical supplies are 
distributed. The central aisle, for 
example, is 5 feet wide. 

The liberal use of wall and ceiling 
accommodations and the conversion 
of space not needed by customers to 
display purposes is clearly shown in 
the accompanying illustration. 

Stokes balances his store stock 
about as follows: 

Fixtures, $950; major appliances, 
$1,075; minor appliances, $550; sup- 
plies, $830; decorative lamps, $370; 
miscellaneous stock, $450; total, 
$4,225. 


Advantages of Long and 
Narrow Store 


The long, narrow store has certain 
distinct advantages, summarizes Mr. 
Stokes. Here they are: 

Minimum street frontage reduces 
total rental charges, thus making pos- 
sible a main street location at almost 
side-street prices. 

Demand goods are placed in the 
rear. Hence most customers must 
twice be exposed to all the slower 
moving merchandise. 

Many groups of buyers and clerks 
may be distributed the length of the 
store without interference. 

Permits, as a rule, 
through rear windows. 

Provides a secluded spot for inten- 
sive selling or demonstration work 
in the rear away from street noises 
and transient trade. 

Allows room at street level for a 
daylight office. 


daylight 
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Small Electric Range 


Electrical Merchandising, December, 1926 


Three sections make up the new 
“Wilwear” range of the Novelty Manu- 
facturing Company Division of the Ris- 
don Manufacturing Company, Water- 
bury, Conn. These sections, which come 
apart without changing connections or 
removing screws, include the two-burner 
top, the oven and the stand. The top 
has a special high-speed unit for per- 
colating coffee and the oven is itself a 
fireless cooker with thermometer built 
into the door. Oven equipment includes 
a large utility pan and two wire racks. 
The range, mounted on stand, is 36 in. 
high. The top and trim of the range 
are finished in gray porcelain enamel 
while the stand is of heavy steel with 
black japan finish. The intended retail 
price of the oven is $29, the oven and 
base $33 and the stove $16. The range, 
complete, is $49.50. No special wiring 
is required as the range is made for 
operation from any wall or floor outlet. 








Automatic Milk Warmer 
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A spoonful of water placed in the 
“Hankscraft” baby milk bottle warmer 
of the Hankscraft Company, 615 East 
Washington Avenue, Madison, Wis., 
starts operation of the device and the 
milk is heated by steam to the proper 
feeding temperature. When the milk 
has reached the right temperature, the 
current is automatically shut off and 
the milk is kept warm for 20 min. The 
bottle warmer is intended for use on any 
110-volt a.c. circuit. 








Reflector Heater 
Electrical Merchandising, December, 1926 
On the electric heater market is a new 
reflector-type heater brought out by the 
National Stamping & Electric Works, 
3212 West Lake Street, Chicago, Ill. 


This new ‘White Cross” heater has a. 


12-in. adjustable copper reflector and is 
mounted on a sturdy pedestal, 8 in. wide 
at the base. The heater is rated at 5.75 
amp. and is finished in verd antique. 
The intended retail price is $4.50. 
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Wall-Type Heater 
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For permanent installation in rooms 
where instant heat is desirable, the F. 
W. Shepler Stove Company, 1312 Shef- 
field Street, Pittsburgh, Pa., has a wall- 
type electric heater that fits flush in the 
wall. In this “Radia” heater, two 
“Globar” elements are mounted in an 
asbestos-lined metal box in front of a 
highly polished nickel reflector. The box, 
the manufacturer explains has about 400 
cu.in. air at the sides and back of the 
reflector which becomes heated when 
the “Radia” is in operation. The 
asbestos-lined box fits into a wall open- 
ing of 13% in. wide, 133 in. high and 33 
in. deep. The heater is equipped with 
removable protective guard. It is also 
equipped with switch and leads and is 
rated at 110 volts, 1,000 or 1,500 watts. 
The intended retail price of Model 1,000 
W. I., 110 volts, 9 amp., is $25. Blement 
ae for the wall-type “Radia” 
s $2.25. 








Waffle Iron 
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A full size waffle may be made in the 
No. 14 waffle iron of the Russell Elec- 
tric Company, 340 West Huron Street, 
Chicago. The iron has cast aluminum 
plates with expansion hinge while the 
shell is of heavy brass, etched and 
highly nickel plated. A trough around 
the edge catches any overflow of batter. 
The iron is 5% in. high with 93 in. base. 
Intended retail price, $12. 








Percolator Sets 
Electrical Merchandising, December, 1926 


In the new line of percolators and 
percolator sets brought out by the Dover 
Manufacturing Company, Dover, Ohio, 
the outstanding feature is the Dover In- 
sured No-Burn-Out heating unit which is 
quickly detachable and interchangeable 
on all Dover percolators. Other features 
include the 6-ft. pearl gray silk cord, 
separable double-strain-relief attach- 
ment plug, nickel terminal posts, enam- 
eled ball feet, rubberoid handle and 
aluminum coffee basket, spreader plate 
and pump. Two models, plain and 
paneled, are offered in 6-cup and 9-cup 
size. The percolators, including tray, 
creamer and sugar, have nickel finish 
on heavy gage copper. The sets range 
in price from $15.75 to $25 while the 
percolators only are $8.50 to $12. 

















Electric Christmas Wreath 
Electrical Merchandising, December, 1926 


Electrical Christmas decorations are 
now being used everywhere —in the 
community, stores and homes. Among 
the electrical decorations offered this 
year is an electrical Christmas wreath 
of the Peerless Light Company, 663 
West Washington Boulevard, Chicago. 
The wreath is of evergreens, scientifi- 
cally treated to last indefinitely, and is 
trimmed with silver leaves and poinset- 
tia. Its diameter is 18 in. and it comes 
complete with candle, cord, plug and 
flame-tint lamp. Its intended retail price 
is about $2.50. 








Electric Refrigerators 
Electrical Merchandising, December, 1926 


Four self-contained cabinet models in 
addition to units for already-installed 
refrigerators are included in the electric 
refrigerator line of the Welsbach Com- 
pany, Gloucester, N. J. One of the mod- 
els, No. 200, self-contained, has a food 
chamber of over 5 cu.ft. capacity, with 
four trays accommodating 72 ice cubes. 
The cabinet is made of one-piece steel 
construction with hardware of nickeled 
bronze. The food chamber is lined with 
vitreous enamel and has rounded corners. 
Gray or white finish may be had. The 
intended price of Model 200 is $350, f.o.b. 

The refrigerating unit has slow speed 
compressor, horizontal, single cylinder, 
double acting and floated on rubber 
pads. Its wattage is 250. Mercury 
switch thermal control, V belt drive. 
A low pressure refrigerant is used. 








Washing Machine for 
Stationary Tubs 


Electrical Merchandising, December, 1926 

For use with stationary tubs, the Hoe 
Corporation, Poughkeepsie, N. Y., has 
brought out a new ‘“Merybel” washer 
of the vacuum cup type, made to fit any 
tub. The washer may be stored in the 
tub when not in use, thus solving the 
storage problem in homes where space 
is at a preyiium. The two vacuum cups 
are of aluminum as is the swinging 
wringer, making the entire washer light 
in weight and easy to handle. Westing- 
house motor. The intended retail price 
is $115. 
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New Electrical Merchandise for the Dealer to Sell 








Ventilating Fan 
Electrical Merchandising, December, 1926 
In the “Charavay” fan of the Hartzell 


Propeller Company, Piqua, Ohio, _ is 
found an efficient ventilating unit for 
industrial, commercial and home _ use. 


The fan may be had in different sizes, 
from 1/20 to 1 hp., in vertical and hori- 
zontal types, with inside ring diameter 
from 16 in. to 31.5 in. The “Charavay” 
unit has an Airplane propeller and the 
construction of the entire fan is unusu- 
illy simple. The entire supporting ring 


and frame are made of aluminum while 
the propeller blade is made of a special 
metal alloy to give it the required light- 
ness and strength as well as rust- resist- 
ing qualities. 





Copeland Refrigerator 
Reduced in Price 


Electrical Merchandising, December, 1926 

All but one model of the electric re- 
frigeration equipment manufactured by 
Copeland Products, Inc., Detroit, Mich., 
is affected by the recent price reduction 
announced by this company. The price 
of model No. 215, the small refrigera- 
tor with mechanism mounted on top of 
the box, remains the same, $215. 

The largest Copeland model, with 
16.69 cu.ft. of food storage space, is 
reduced from $565 to $540. Other re- 
ductions in the various’ refrigerators 
are: From $500 to $475; $435 to $410; 
$378 to $343. The price cut on one of 
the small size refrigerators amounts to 
$20. This price cut applies also to all 
cooling units as well as to the box-and- 
unit combinations. 

The company also announces the addi- 
tion of a new porcelain-lined refrigera- 
tor with food storage space of about 
>.7 in., for use in the small house. It is 
listed at $275. 


Urn-Type Percolator Set 


Electrical Merchandising, December, 1926 
Nine-cup urn, tray, creamer and 


sugar are included in the No. 2408S per- 
colator set of the Russell Electric Com- 
pany, 340 West Huron Street, Chicago. 
nickel-plated 
Creamer and 
may be 
design 


The set is made of 
aluminum, highly finished. 
sugar are gold lined. The 
had in Grecian or Colonial 
$36, complete. 


set 
for 
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Ink Well Desk Lamp 


Electrical Merchandising, December, 1926 

Especially attractive for the holiday 
trade, for it is done up asa holiday pack- 
age in holly wrapper, is the K236 ink 
well desk lamp of the Peerless Light 
Company, 663 West Washington Boule- 
vard, Chicago. It is fitted with two glass 
ink wells, two compartments—one for 
pins and one for clips—and a groove for 
pen holder. The base of the lamp meas- 
ures 6 in. x 64 in. The lamp has 12-in. 
adjustable arm, parabola shade and is 
finished in statuary bronze. The in- 
tended retail price is $5.50. The lamp 
may also be had, at the same price, 
fitted with colored glass ash tray, match 
box holder and three cigar or cigarette 
rests, making a convenient smoker’s 
lamp. 





Pot-Type Percolator 
Electrical Merchandising, December, 1926 
Bither Grecian or Colonial design may 

be had in the new pot-type percolator 


of the Russell Electric Company, 340 
West Huron Street, Chicago. No. 226 
is the 6-cup model and No, 229 is a 


9-cup model. The percolator is made of 


nickel-plated aluminum. ‘The intended 
price of No. 226 is $9.85; No. 229 is 
$11.85. 








Automobile Cigar Lighter 
Electrical Merchandising, December, 1926 
Full automatic in type is a new elec- 

tric cigar lighter for automobiles 
brought out by the Metal Specialties 
Manufacturing Company, 338 North 
Kedzie Avenue, Chicago, Ill. The lighter 
is furnished complete with the universal 
mounting bracket so that it may be 
mounted either through the dash by 
boring a #-in. hole or may be clamped 
on to the bottom of the dash by using 
the universal bracket. Features of this 
new No. 200 ‘‘Presto” lighter are the 
Fahnestock terminals, the safety fuse 
to give protection against short circuits 
and the molded composition tip  sur- 
rounding the heating coil. The round 
case is finished in green crackle, Duco 
lacquered, and all exposed nickel parts 
are made of brass, nickel plated. The 
lighter is furnished with 5-ft. cord, long 
enough to reach all occupants of the 
car. Intended retail price, $4. 











Christmas Tree Base and 


Illuminator 

Electrical Merchandising, December, 1926 

With 14-in. cast iron base, the ‘‘Peer- 
liter’—a combination Christmas tree 
base and illuminator—of the Peerless 
Light Company, 663 West Washington 
Boulevard, Chicago, is heavy enough to 
hold a large tree. Three thumb screws 
and spike in the bottom hold the tree 
rigid. Space is provided for water to 
keep the tree fresh and green. There 
are three sockets for lamps and color- 
ful reflectors to illuminate the tree and 
two pin-type receptacles are also pro- 
vided for tree lighting outfits, electrical 
trains, etc. Intended retail prices, $6.50. 
A lower priced ‘“Peerliter’” with 14-in. 
stand and two convenience outlets may 
be had for $4. 


TO TREE LIGHTS 








Automobile Engine Heater 
Electrical Merchandising, December, 1926 


Placed under the hood of the automo- 
bile, near the bottom of the radiator or 
on top of the carburetor near the intake 
manifold, the new No. 2500 “Presto” 
electric heater of the Metal Specialties 
Manufacturing Company, 338 North 
Kedzie Avenue, Chicago, not only keeps 
the water from freezing, but will make 
the engine start easily and quickly in 
the morning. 

Many features are incorporated in this 
new heater. The heating core is made 
of molded porcelain with brass base 
which screws jnto the socket in the 
handle of the heater, the same as a lamp 
bulb, so that replacement of the element 
is made easy. The heater consumes 
2 amp. at 110 volts or 220 watts. It is 
114 in. long and 24 in. in diameter. The 
element is protected by a heavy steel 
perforated black enameled case and the 
ends are of brass, nickel plated. 








Electric Heater 
Electrical Merchandising, December. 1926 


Finished throughout in mahogany 
bronze is the new reflector-type heater 
of the Russell Electric Company, 340 
West Huron Street, Chicago. It has a 
13%-in. heavy copper bowl and cast iron 
base. The inverted cone-shape wire ele- 
ment can be easily removed and re- 
placed. The rating is 660 watts. With 
stippled bowl, giving effect of glowing 
coals, the heater is listed at $6.85 while 
No. 16-P, with plain bowl, is $6.50. 
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Electric Kitchenette 
Electrical Merchandising, December, 1926 
All the conveniences of a moderate- 

sized kitchen are enclosed in a small 
cabinet,—the “Servette’—sold by the 
Browne - Morse Company, Muskegon, 
Mich. The cabinet pictured is an im- 
proved model of the ‘Servette.” The 
new cabinet is increased in size to 25 
in. wide, 20 in. deep and 54 in. high 
and the adjustment of the serving table, 
with the ironing board, is now automatic 
in operation. The table forms part of 
the side of the cabinet and the ironing 
board nests into and underneath the 
table. The cover to the bread box is 
the cutting board and may be used on 
the table or in the top compartment. 
The stove may be placed at a 45 deg. 
angle and the zinc shelf on which it 
rests lowered, converting the stove into 
a room heater. When closed, the “Serv- 
ette’’ becomes an attractive piece of fur- 
niture, with stove and equipment fully 
concealed. 























Small Decorative Light 
Electrical Merchandising, December, 1926 


For the miniature gardens placed 
around the Christmas tree and for party 
and holiday decorations there is a small 
standing lamp brought out by the Home- 
land Manufacturing Company, 305 East 
Federal Street, Baltimore, Md. The 
frame of the ‘‘Gard-N-Lite’—a small- 
size reproduction of street or railway 
light—is of baked dark green enamel 
with white globe. For table decoration 
there is a candle-type model which can 
also be used during the Christmas sea- 
son aS a window candle. The “Card-N- 
Lite’’ operates in series of eight lights, 
in both the erect and curved styles, 
although single lamps may be employed 
with an electric transformer. The in- 
— price of a single light is about 
o9UCc, 








Flashlight with 1,000-Ft. Beam 


Electrical Merchandising, December, 1926 


Made to break the darkness for a dis- 
tance 1,000 ft., is the new giant flash- 
light brought out by the National Carbon 
Company, 30 East 42nd Street, New 
York City. The new flashlight embodies 
all the standard ‘‘Eveready” features, 
ring hanger, safety-lock switch, octag- 
onal lens ring, beveled lens, ete. It was 
designed especially for use by fishermen, 
hunters, firemen, policemen, inspectors, 
construction engineers and for all uses 
where long-distance illumination is re- 
quired. The light is 144 in. long and 
takes five standard “Eveready” unit 
cells. Complete with batteries, it is 
listed at $6.10. 


Floor Waxer and Polisher 
Electrical Merchandising, December, 1926 


The Floorola Sales Company of 
America, Inc., 15 East 40th Street, New 
York City, has an electric floor waxer 
and polisher that embodies many new 
and efficient principles in floor machine 
design. Three separate brushes revolve 
at high speed in one direction while they 
are carried swiftly in the opposite 
direction by the plate on which they are 
mounted. The wax is carried in cans 
which fit into the center of the waxing 
brushes. After the floor is waxed the 
polishing brushes are readily put in and 
the floor is again gone over at an easy, 
comfortable walking pace. If a higher 
finish is desired, the buffing brushes are 
inserted and run over the surface as 
before. The machine weighs but 28 
lb. Its intended retail price, complete 
with waxing and polishing equipment, 
is $112.50. 




















Christmas Tree Lighting Outfit 


Electrical Merchandising, December, 1926 


That it will remain lighted even 
though one or more lamps are burned 
out or broken is claimed for the new 
“Segalite”’ Christmas tree outfit brought 
out by the Segalite Company, 106 North 
La Salle Street, Chicago. The set is 
described as a series parallel outfit and 
will continue in operation, the manu- 
facturer claims, even with socket broken 
or short-circuited. The continuous 
service of this set is accomplished, it is 
explained, through the bridging of a 
resistance across the filament. When 
the lamp goes out the resistance takes 
up the additional current without in- 
creasing the brilliancy of the remaining 
lamps. With this outfit, burned out 
lamps may be easily detected and re- 
placed. Standard 15-volt Mazda Christ- 
mas lamps are used. 


Automobile Heater 
Electrical Merchandising, December, 1926 
In design similar to a glow or reflec- 

tor-type heater equipped with a light 
suspension chain is a new “Marvel Auto- 
Heat”’ automobile radiator heater 
brought out by the Benjamin Electric 
Manufacturing Company, 120 South 
Sangamon Street, Chicago. The new 
heater is simply plugged into any 
socket or outlet and the chain slipped 
over the radiator cap, holding the 
heater in place against the radiator. 
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Safety Handles 


Electrical Merchandising, December, 1926 


The Ericson Manufacturing Company, 
1987 East 105th Street, Cleveland, Ohio, 
has a line of C & E safety handles for 
use with portable lights and appliance 
plugs designed not only to reinforce the 
connection between the portable cord 
and the plug or socket, protecting the 
cord from wear, but to safeguard the 
user in the event the connection is 
broken. The handles are made of 
rubber, in a style to fit practically all 
portable light sockets. The electric plug 
handle illustrated, one of the models 
made by the company, can be used with 
the majority of electric iron plugs on 
the market. The intended retail price 
of the handle for the portable light is 
80c. while that for appliance use is 50c. 





Automobile Ash Receiver 


Electrical Merchandising, December, 1926 


A new modification of the “Fargo” 
ash receiver is the No. 510 ‘Presto- 
Fargo” ash receiver illustrated, brought 
out by the Metal Specialties Manufac- 
turing Company, 338 North Kedzie 
Avenue, Chicago, which company has 
recently purchased the business of the 
“Fargo” company. The new model is 
a clamp-on receiver and may be easily 
installed on any dash by merely tighten- 
ing one thumb screw. The clamp is 
entirely out of sight and is so designed 
that it may be used with any electric 
dash cigar lighter. The receiver has 
a tight cover which opens instantly 
upon touching a spring catch button 
and the patented construction prevents 
the ashes from blowing out or to one 
side when the cover is open. The finish 
is black and _ nickel. Intended retail 
price $2.50. 


Refrigerators 
Electrical Merchandising, December, 1926 


Many models of electric refrigerator, 
both units and self-contained types, are 
offered by the Warner Stacold Corpora- 
tion, Kansas City, Mo. The units are 
available for use in boxes of 7 cu.ft. 
capacity to those providing 130 to 175 
cu.ft. of space, with prices ranging from 
$170 to $530. 

The self-contained refrigerators in- 
clude about eight models, the smallest 
containing 5 cu.ft. of food space and 
42 ice cubes and the largest with 104 
cu.ft. of space and 63 cubes. The price 
of these models ranges from $220 to 
$430. <All models have exterior of white 
Duco while some of the cabinets have 
white enamel interior and others por- 
celain. 


Page 105 











New Electrical Merchandise for the Dealer to Sell 


























Electric Dishwasher 


Built right into the sink and part of 
the sink itself is a new electric dish- 
washer brought out by the Kohler Com- 
pany, Kohler, Wis. The }4-hp. motor is 
attached underneath the sink and is 
keyed direct to the impeller’ shaft. 
Washing action is brought about by a 
revolving impeller which draws the 
water up and out through the _ per- 
forated cylinder in constant’ sprays, 
reaching all the dishes in the compart- 
ment. 

The entire sink is cast and enameled 
as a unit. Hot water pours directly 
into the dishwashing compartment from 
the swinging faucet. A wter mark 
indicates the proper water lever—about 
2 gal. By pressing one button the motor 
is started; pressing another’ button 
= »s it. A turn of a lever drains the 
sink. 

The electric sink may be had in four 
sizes and the dishwasher may be had 
to left or right of the sink itself. The 
largest size, 60 in. is $298 complete; 48 
in. size, $290; 42-in. model, $280; and 
30-in. model, a separate dishwasher 
without sink, $245. 




















Electric Typewriter 
Electrical Merchandising, December, 1926 
In the electric typewriter of the 

Remington Typewriter Company, 374 
Broadway, New York City, the electrical 
drive has been applied to every operat- 
ing feature of the machine, including 
not only the type keys, but the shift 
keys, shift lock, the tabulator, the back 
spacer and the key which operates the 
line space and carriage return. Prac- 
tically the only operations requiring 
hand power are the insertion and re- 
moval of the paper, 

The actual force required to operate 
the keys of the electric machine, the 
manufacturer points out, is two ounces 
as against over fifteen ounces on the 
ordinary typewriter. All differences of 
touch in this new machine are auto- 
matically adjusted and when a stronger 
impression is needed, as in heavy mani- 
folding work, the turning of the impres- 
sion knob at the left of the machine, 
furnishes the additional power needed. 
The motor switch which turns on the 
power, is located on the right of the 
machine The intended price of the 
standard electric machine is $200. 
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Flashlight Lantern 


Electrical Merchandising, December, 1926 

Automobilists, farmers, railroad men, 
firemen, storekeepers, dairymen, poultry- 
men, campers and hunters will find a 
great convenience in the new ‘“Eco-Lite” 
flashlight lantern brought out by the 
Economy Electric Lantern Company, 549 
West Washington Boulevard, Chicago. 
The lantern is finished in leaf-green 
crystallized lacquer and its weight, 
including the regular lantern-type dry 
battery, is only 24 lb. Intermittent 
burning service given by the lantern is 
from 60 to 80 hours, the company de- 
clares. The ‘‘Eco-Lite” is equipped with 
concentrated Mazda filament bulb, 
claimed to give twice the candlepower 
and to require only one-half the current 
drain of the standard 3.8-volt flashlight 
bulb. ‘Bhe retail price of the lantern, 
including battery and bulb, is $4.20. 
Refill batteries of standard manufac- 
turers retail at 75c. 














Kitchen Mixer 


Electrical Merchandising, December, 1926 
A useful device in the kitchen is the 
new ‘‘Eskimo Kitchen Mechanic” brought 
out by the United Electrical Manufac- 
turing Company, Adrian, Mich. This 
new appliance has many uses in the 
home, including mixing of drinks, 
mayonnaise and _ dressings, whipping 
cream, beating eggs and other opera- 
tions usually done by hand. It is fin- 
ished in gray and white enamel with 
nickel trimmings and is listed at $7; 
west of the Rockies, $8. It comes com- 
plete with adjustable stand and 7 ft. of 
cord, toggle switch and 2-piece plug. 

















Improved Curling Iron Heater 
Electrical Merchandising, December, 1926 


Many improvements have been_in- 
corporated in the two-hole curling iron 
heater brought out by Eastern Labora- 
tories, Inc., 225 East 38th Street, New 
York City. The heater has double 
asbestos base and heating element 
which, the company declares, will not 
burn out. The finish is heavy nickel. 
An improved, durable’ feed-through 
switch is one of the features of the 
heater. 











e 


Therapeutic Lamp 
Electrical Merchandising, December, 1926 


Eastern Laboratories, Inc., 225 East 
38th Street, New York City, has a 
therapeutic lamp, No. 95, with height 
adjustable from 36 in. to 72 in. It has 
flexible goose neck and oversize 10-in. 
reflector. The base and stand are in 
nickel finish. ‘The lamp is equipped 
with two 60-watt carbon lamps. Its 
intended retail price is $15. 

















General Electric Reduces 


Motor Prices 
Electrical Merchandising, December, 1926 


The General Electric Company an- 
nounces a reduction in prices on its 
general purpose motors, amounting to 5 
per cent on most lines and 10 per cent 
on commonly used sizes of squirrel cage 
induction motors. The new price sched- 
ule becomes effective December 1. The 
motors affected by the new prices in- 
clude both a-c. and d-c., constant and 
variable speed general purpose motors, 
from 1 to 200 hp. Prices of G-E stand- 
ard squirrel cage induction motors have 
now been brought to a level within 
about 10 per cent of that in 1914, the 
company declares. 

Another announcement is also made 
to the effect that a unified schedule of 
discounts for different classes of pur- 
chasers has been arranged. The dis- 


count for quantity purchased at one 
time, on one firm order, has been made 
uniform on a sliding schedule for all 
classes of buyers. 
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Lighting Fixture 

Electrical Merchandising, December, 1926 

Although artistic and pleasing in 
design, the new “‘Sollaire” fixture illus- 
trated, is free from all unnecessary 
curves that might tend totrap the light, 
its manufacturer, the Westinghouse 
Electric & Manufacturing Company, 
East Pittsburgh, Pa., points out. When 
properly lighted the light center is 
positioned so that all downward rays 
are transmitted through the globe with 
only a slight loss in efficiency due to the 
absorption by the glass. In addition, it 
is explained, the upward rays are to a 
large extent redirected downward by 
means of the flattened surface of the 
globe. The ‘“‘Sollaire” is so designed that 
the metal hanger and the globe 
harmonize with each other. The stand- 
ard finish of the hangers is a dull 
bronze. The decorated globes have the 
design etched on in light tan. 


Fittings for Wiring 
Installations 


Electrical Merchandising, December, 1926 


Under the trade name “Erixolets” 
the Atlantic Electric Goods Company, 
100 East 45th Street, New York City, 
is introducing a line of fittings for use 
with a new system of electrical dis- 
tribution invented by F. W. Erickson, 
E. E. The Erickson system of circuit 
distribution consists of multiple empty 
branch conduits installed in the floor 
construction of a new building and 
radiating from the standard 4-in. out- 
let boxes now used. The length of the 
conduit extensions in most cases is 5 ft. 
or less. With a standard layout by 
the engineer or architect, a large num- 
ber of conduit nipples of uniform length 
can be made up at any point, even 
remote from the point of installation. 
These extensions are made with the 
4-in. outlet boxes in the form of a 
spider and laid up in the wood forms. 
At the termination of each of the 
branch extensions an “Erixolet’” is in- 
stalled. This is a screw threaded fitting 
adapted for 4-in. standard conduit. It 
has a 45-deg. bend, bushed interior to 
protect the circuit wires from abrasion 
at the ends of the conduits and a tripod 
for leveling and securing to the wood 
forms during the construction of the 
floors. 

When the plastering is completed the 
one inch opening of the “Erixolet’” in 
the ceiling is fitted with a small cap 
which can be readily snapped in place. 
When a fixture is to be installed the 
cap is removed and an “Erixolet”’ 
reducer screwed in its place. Over this 
is placed a back plate to provide a finish 
for the outlet. The fixture stem is then 
coupled with a ball nut which is held 
in place by the socket shell. All splices 
are made at the 4 in. distributing out- 
et box. All fittings are finished in 
black or ganvanized. 














Fan Hanger for Use With 
Standard Outlet Boxes 


Electrical Merchandising, December, 1926 


One of the newest products of the 
Frank Adam _ Electric Company, St. 
Louis, Mo., is a fan hanger that can be 
applied to standard outlet boxes fitted 
with a standard rectangular opening 
cover. The hanger is furnished with or 
without box or cover but with a substan- 
tial fastening part for attaching to any 
make of A.M.E.S. standard rectangular 
opening box cover, designed to receive 
single switch or device for a 4 in. x 4 
in. x 14 in. standard outlet box. A 
brushed brass finish beveled edge plate, 
2% in. x 44 in. and a universal receptacle 
can also be had. The intended list price, 
with receptacle, is $2.80. 























Semi-Indirect Commercial 
Lighting Unit 


Electrical Merchandising, December, 1926 


Specially designed for the lighting of 
business offices and particularly recom- 
mended for schools, is a new _ semi- 
indirect unit brought out by the F. W. 
Wakefield Brass Company, Vermilion, 
Ohio. The unit consists of a shallow 
ceiling plate, a column-like supporting 
stem and a holder which carries the 
enclosing glassware. Catalog sheets 
containing detailed descriptions, photo- 
metric data and illustrations of charac- 
teristic installations of this new “Red 
Spot” unit may be had from the manu- 
facturer upon request. 
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Non-Metallic Sheathed Cable 


Electrical Merchandising, December, 1926 

Another “Durabilt” product is the 
new “Durax” non-metallic sheathed 
cable announced by the Tubular Woven 
Fabric Company, Pawtucket, R. I. The 
conductors of the new cable are of 
“Durawire,” soft-drawn copper with a 
protecting sheath of strong fibrous mate- 
rial. Another super-insulating sheath 
is applied, the company explains, to 
increase strength and flexibility, the 
conductors and reinforcing filler cords 
being sheathed in a heavy fabric cover. 
The whole cable is then impregnated 
with a special fire and moisture-resist- 
ing compound, making the cable easy 
to fish and handle. ‘‘Durax’” may be had 
in sizes of 8/2, 10/2, 12/2 and 14/2, 8/3, 
10/3, 12/3 and 14/8. 





Armored Cable and 
Flexible Conduit 


Electrical Merchandising, December, 1926 

The American Circular Loom Com- 
pany, 90 West Street, New York City, 
announces a new line in its “Red Seal” 
steel armored cable and metallic flexible 
conduit. The flexible conduit is de- 
scribed as an interlocked sheathing of 
pliant steel that is resistant to severe 
bending strain and rough usage as well 
as the destructive action of moisture 
and weather. It is particularly adapted 
to meet the problems encountered by 
wiremen when wiring machinery where 
bends of unusual angles must be made 
or as a supplement to rigid conduit at 
bends or connections, 

In the armored cable, the interlocking 
principle of the single strip and the 
opposed channel construction of the 
double strip insure the cable against 
spreading, the manufacturer explains. 
The ‘Flat’ armored cable also offered 
is very thin, 4% in. overall and is very 
flexible. It can be laid directly on the 
surface of brick, tile or concrete walls 
without cutting or grooving the walls 
and is easily covered with the ordinary 
thickness of plaster. 


Time-Delay Attachment for 
Hand-Starting Compensators 


Electrical Merchandising, December, 1926 

For use with hand-starting compen- 
sators, to provide undervoltage protec- 
tion during brief disturbances in indus- 
trial power circuits, the General Elec- 
tric Company, Schenectady, N. Y., has 
brought out a new time-delay attach- 
ment. Many plants, utilizing a large 
number of motors, run separate circuits 
to energize the undervoltage coils of the 
starter, this circuit being furnished by 
a motor generator running on its own 
momentum for some time after the 
failure of power. The new attachment 
was developed to meet the demand for 
a time-delay undervoltage release, re- 
sulting from the larger number of 
potential dips caused by the increased 
use of such power systems and the 
wider use of undervoltage protection on 
motor starters. 











. ’ * 

Bench-Type Wire Stripper 

Electrical Merchandising, December, 1926 

The C. H. Carlson Manufacturing 
Company, 13 Main Street, N. E,, Min- 
neapolis, Minn., has brought out a new 
bench-type wire stripper. This device, 
the manufacturer points out, is made to 
insure fast and uniform stripping of 
wire ends on all sizes up to No. 6 solid 
or stranded and to cut wire of all sizes 
up to No. 10 solid or stranded. The 
stripper quickly removes the insulation 
on cotton, rubber or asbestos-covered 
wires without injury to the wire and is 
especially efficient, it is explained, in 
stripping stranded wire. The tool steel 
blades are adjustable and removable. 
The stripper is operated by foot through 
bracket connecting rod. Its intended 
price is $9.50, f.o.b. Minneapolis. 
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Kitchen Lighting Unit 
Electrical Merchandising, December, 1926 
Recently added to the kitchen light- 

ing equipment on the market is a new 
“Red Spot” unit brought out by the 
F. W. Wakefield Brass Company, Ver- 
milion, Ohio. The fixture has stamped 
and spun steel base, heavily porcelain 
enameled in white, both inside and out. 
The interior assembly is spot welded to 
give rigidity. Two lugs for holding the 
glassware are mounted in proper posi- 
tion inside the fitter, with a _ single 
thumb-screw protruding from the rim to 
adjust the holding tension. This screw 
has a beveled end and upset thread so 
it can neither loosen while the weight 
of the glass is upon it, nor can it be 
backed out and dropped in process of 
installing or removing the glass. This 
improved unit takes the place of 
porcelain enameled ‘‘Red Spot” kitchen 
units, previously listed. 








Combined Cabinet and Pull Box 


Electrical Merchandising, December, 1926 

Also serving as a pull box is a new 
Type “BK” luminized ‘‘Fusenter” brought 
out by the Mutual Electric & Machine 
Company, 7610 Jos. Campau Avenue, 
Detroit, Mich. Main feeders can be run 
up through the various floors of a 
structure and taps taken off to the in- 
dividual ‘‘Fusenters” incorporated in the 
same cabinet BK6F illustrated has box 
dimensions of 12 in. high by 104 in. wide 
by 3 in. deep 


Interchangeable Porcelain 
a 
Fittings 
Electrical Merchandising, December, 1926 
How the new line of porcelain socket 
bodies and bases brought out by the 
Arrow Electric Company, Hartford, 
Conn., can be assembled to make ceiling 
units and wall brackets is pointed out 
in a circular on Arrow fittings recently 
issued by this company. A wide variety 
of units can be made up from a few 
bodies and_ bases. 


- The bases come 
equipped with fittings to make them 
suitable for mounting on stud boxes, 


outlet boxes and switch boxes, 
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Flood Light 


Electrical Merchandising, December, 1926 

Especially adapted for orchestra pits, 
stage and protection lighting is a new 
flood light brought out by the Reflector 
& Illuminating Company, 1407 Jackson 
soulevard, Chicago. The new unit uses 
both 250 and 400-watt Type “C” G-30 
lamps and provides accurate beam con- 
trol from 6 to 40 deg. MHeat-resisting, 
clear glass covers are provided for 
ordinary lighting and colored glass 
The housing 
weather-proof 
aluminum. 


covers for color lighting. 
conpact 
cast 


of the small, 
projector is of 











Non-Metallic Sheathed Cable 


Electrical Merchandising, December, 1926 

Under the trade name “Triex” the 
Triangle Conduit Company, Inc., Brook- 
lyn, N. Y., is bringing out a new non- 
metallic sheathed cable. This cable is 
described as consisting of two copper 
conductors having rubber insulation and 
a protective covering, consisting of a 
paper and cotton braid and a layer of 
helically-wound paper cord. Conductors 
are laid parallel beneath an outer cotton 
braid saturated with flame retardant 
and moisture-resisting compound. The 
marking of the new “Triex’’ is one 
purple thread laid parallel with the wire 
under the helical wrap of each conduc- 
tor. 




















Fixture Holder 
Electrical Merchandising, December, 1926 


“Snap-Lite” is the name of a new 
fixture holder brought out by the Stand- 
ard Snap-Lite Corporation, 504 Jackson 
Avenue, Long Island City, N. Y. This 
new holder, the company explains, elim- 
inates the cross bar and enables the use 
of a brass socket instead of the more 
expensive porcelain sockets required in 
the usual fixtures of this type. Approved 
by the Underwriters’ Laboratories. The 
holder comes in various sizes, 2% in., 
4 in. and 6 in., in finishes of white 
enamel, bronze and brown-tone. Ample 
room is provided for outlet box and 
wires and the circuit wires can be at- 
tached directly to socket terminals. 








Pumps for Refrigerating 


Systems 
Electrical Merchandising, December. 1926 


The Dunning Pump and Manufactur- 
ing Company, 326 Walnut Street, Phila- 
delphia, Pa., is marketing small pumps 


for electric refrigerating systems. There 
is a two-cylinder pump, 1§-in. bore, 
1§-in. stroke, for household refrigerat- 


ing outfits using sulphur dioxide, methyl 
chloride, butane, ethyl, etc. A 2 in. x 
2 in., water-cooled pump for systems 
using the refrigerants mentioned and for 
ammonia systems in butcher shops, etc., 
is also offered while a new 3-in. bore, 
3-in. stroke two-cylinder pump has re- 
cently been added to the line. 

















Electric Water Cooler 
Electrical Merchandising, December, 1926 


Along with its electrical refrigerating 
equipment the Delco-Light Company, 
Dayton, Ohio, is making a cooling unit 
for drinking water’ systems. This 
“Frigidaire” cooling unit, the company 
explains, is simply an adaptation of the 
well-known ‘Frigidaire’ mechanism. 
Equipment is available for standard 
coolers and in addition, equipment by 
means of which many coolers, now 
using ice, can be transformed into auto- 
matic electric coolers. Coils and com- 
pressors are made in various sizes and 
types to meet all demands. 

The cooling coils are made to fit into 
the water cooler while the compressor 
can be put in the basement or other 
convenient location within 50 ft. of the 
water cooler. As the compressors are 
made in various sizes, it is possible to 
operate several water coolers from one 
compressor. 




















Window Lighting Reflector 


Electrical Merchandising, December, 1926 

Adjustable for various heights and 
depths of window trims is the new 
“Multilite”’ reflector of The Frink Com- 
pany. 24th Street and Tenth Avenue, 
New York City. The reflector is made 
in standard lengths of from 1 ft. 93 in. 
to 9 ft. # in., accommodating from two 
to ten lights using 60 to 150-watt lamps. 


Each lamp is equipped with an_in- 
dividual “‘Silverlite’” reflector, made to 
take color or diffusing screen. The 


screens can be applied instantly with- 
out additional frames or fittings. The 
“Multilite” is wired with two circuits, 
permitting multiple or alternate control 
of lamps. Knock-outs are provided for 
rigid or flexible conduit to enter at 
either end and connections to reflector 
wiring can be made inside of casing by 
removing end reflector. The ‘Multilite’ 
can be completely assembled without the 
use of bolts, nuts, screws or solder, the 
manufacturer points out. The finish is 
walnut brown. 
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Latest Developments Gathered by the Editors 














Water Heater 

Electrical Merchandising, December, 1926 

The Red Spot Electric Company, 1313 
Broadway, Tacoma, Wash., has brought 
out a “Red Spot” electric water heater 
that is but 9 in. long and 3 in. in diam- 
eter and weighs but 24 lb. It is made 
of aluminum, with a “Nichrome” 
element rigidly supported by a porcelain 
core and entirely surrounded by water. 
This construction, the company points 
out, keeps the heating element at a low 
temperature and greatly prolongs the 
life of the heater. The heater has nickel 
finish with red lettering. By simply 
unscrewing the cap the entire contents 
of the heater are exposed, permitting 
repairs and replacements without dis- 
turbing water pipes. The heater is 
attached to the tank or boiler, the same 
casting being used for all wattages. The 
heaters may be had with rating of from 
600 watts to 15-kw. 

















Phonograph Motor 
Electrical Merchandising, December, 1926 


In the device,—the ‘Rotor’—made by 
the Rotor Corporation of America, Day- 
ton, Ohio, there is no armature, no 
commutator and no brushes. It is de- 
seribed as an electric motor designed 
along radically new principles and there 
are many advantages claimed for it, in- 
cluding durability, lightness, constant 
speed under variations of voltage and 
frequency and low consumption of cur- 
rent. It is driven by harmonic vibra- 
tions it is explained, derived entirely 
from the vibrations of the ordinary com- 
mercial alternating current, and its only 
winding is that of a simple, insulated 
wire coil. 

An adaptation of the Rotor is illu- 
strated here, for phonograph use. Its 
current consumption is 15 watts. and it 
weighs but 8 lb. Intended retail price, 
$25. 

















4-In. Drill 


To take care of the increasing demand 


put upon 3-in. drills by factories and 
repair shops using this tool, the Black 
& Decker Manufacturing noe ar 
Towson, Md., has created a new }4-in. 


ball bearing electrie drill. It is equippe d 
with an improved universal motor, made 
to give great power and has a double 
gear reduction. The no-load chuck 
speed is 2,000 r.pm. This standard drill 
replaces the company’s light 4-in. drill. 
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Electric Drill 

Electrical Merchandising, December, 1926 

Of sturdy and compact construction 
and weighing but 64 lb. is a new “Little 
Giant” No. 25 drill brought out by the 
Chicago Pneumatic Tool Company, 6 
East 44th Street, New York City. 

The drill has pistol grip switch, oper- 
ated by thumb push button plunger and 
ratchet conveniently located. The mo- 
tor is universal, with approximate speed 
of 1,280 r.p.m. Oversize ball bearings 
are used throughout. Because of method 
of supporting the armature bearing in 
the housing, commutator and brushes 
may be inspected with the motor run- 
ning. The entire switch assembly, the 
company points out, can be removed 
from the drill for inspection and re- 
pairs. The equipment includes 10 ft. 
cable with connector and three-jaw ad- 
justable chuck, 0-}3-in. 








Dairy Milk Cooler 


Electrical Merchandising, December, 1926 


For prompt and adequate refrigera- 
tion in preparing milk for market the 
Delco-Light Company, Dayton, Ohio, has 
brought out a new electric dairy milk 
cooler with a capacity of up to 120 
gal. of milk per day. The cooler con- 
sists of a cabinet insulated with 4-in. 
corkboard, a brine tank in which is 
submerged a set of cooling coils and a 
compressor condenser, placed in a con- 
venient location outside the cabinet, for 
reclaiming the refrigerating fluid. The 
operation of the refrigerating mechan- 
ism is automatic. 





Light for Theater Aisles 


Electrical Merchandising, December, 19°26 

Providing sufficient illumination for 
theater aisles and at the same time 
shielding the light so that it is not 
objectionable to the spectators or per- 
formers is the purpose of the LA series 
aisle light Condulets of the Crouse- 
Hinds Company, Syracuse, N. Y. These 
Condulets are very shallow and when 
installed at the end of a row of seats 
do not obstruct the aisle. The front of 
the Condulet is easily removed, facilitat 
ing the renewal of lamps. No glass is 


used. If a more subdued light is desired, 
colored lamps (preferably green) can b: 
used. 








Vapor-Proof Safety Switch 
Condulets 


Electrical Merchandising, December, 1926 


In the ZT series of the Cc ‘rouse-Hinds 
Company, Syracuse, . are safety 
switch Condule ts suitable for use with 
all kinds of small motor-driven ma- 
chinery, particularly in textile mills. 
These Condulets are designed for 
“Safety First’ in all respects: To pro- 


tect the switch operator 
renewing fuses; to withstand the rough- 
est usage; and to prevent operation by 
accident; to prevent lint or other in- 
flammable particles from lodging upon 
current-carrying parts. Condulets of this 
series are watertight and are furnished 
with or without interlock release and 
key. When furnished with interlock 


and the person 


release, authorized persons provided with 
the key can so release the interlocking 
mechanism that the door can be opened 
and the fuses inspected and tested with- 
circuit. 


out interrupting the 





Midget Switches 


Electrical Merchandising, December, 1926 

The Westinghouse Electric & Manu- 
facturing Company, East Pittsburgh, 
Pa., is bringing out two new midget 
switches, a safety enclosed switch and a 
motor starting switch. The midget 
enclosed switch is a 2-wire, single-blade, 
single-fuse switch, applicable to circuits 
of 125 volts up to 30 amp. Its overall 
dimensions age only 6% in. x 5; in. x 
3% in. The switch consists of two 
principal parts, the box and the switch 
unit. The unit of the switch is par- 
ticularly small and, in spite of the very 
small size of the box, allows ample room 
for wiring. The switch is applicable 
to heavy-duty lighting circuits and to 
heating devices. It may also be used as a 
single fused entrance switch and for 
starting single phase motors up to 3 hp 
on household devices. 


The motor starting switch, known as 
Type WK-11, is claimed by the manu- 
facturer to be the smallest motor start- 
ing switch on the market today that 
provides protection to the motor both 
while starting and running. The switch 
is designed for starting single phase, 
a.c. motors up to 4 hp. and is provided 
with a plug type thermal cutout It is 
enclosed, externally operated, wir 
single-blade, fer circuits of 30 amp 2 
volts rating. 

. e » 

Reflectors and Canopies for 

Industrial L ighting 

The Wheel Reflector Compat 
Congress Street, Bost Miss: LS 
announced important iditi 
“Durex” line of industrial ghting 
equipment. The ‘Durex’ refl 1 
canopy, introduced bout 
now includes tive type f ca 
struction and three types of reftle 

The reflectors now availat 
“Durex” construction embodying t 
Wheeler screw ring construction and 
short canopy for easy wiring) are tl 
R. L. M tamaene tvpe, the shallow 
dome type and the parabol 
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Skate Grinding Machine 


Electrica! Merchandising, December, 1926 


With the new model electric skate 
grinding machine brought out by_ the 
Berghman Company, 3537 West Madison 
Street, Chicago, skates may be ground 
on the side of the wheel as well as on 
the edge of the wheel. With this ma- 
chine the thin tubular skate is ground 
flat instead of concave and the wide 
surface on the side of the wheel makes it 
easy for an operator to get a _ true 


straight-edge effect, the manufacturer 
declares. The company will continue to 
make its older model machine which 


is, however, only suitable for grinding 
the skate on the edge of the stone. 

The machine, it is pointed out, in 
addition to its skate-grinding use will 
serve an all-year purpose for grinding 
tools, cutlery, preparing metal surfaces 
for welding and many other uses in the 
shop while the buffer with which the 
machine is equipped, can be used for 
polishing golf clubs, silverware and 
tarnished merchandise. 


























































Ozone Ventilating Unit 
Electrical Merchandising, December, 1926 


Likened in effect to a thunder storm 
which injects ozone into the air, purify- 
ing and vitalizing it, is the ‘“Breath-O- 
Life’ ozonator offered by Stadstad, 
Hittinger & Stants, Inc., 130 West 42nd 
Street, New York City. The ozonator 
is made in sizes for the home, for com- 
mercial and industrial use. 

The operation of the ozonator may be 
described briefly by saying that the 
electric current from an ordinary 110- 
volt circuit, or from the rotary converter 
unit where direct current is used, is 
passed into the ozonator transformer 
unit where it is ‘‘stepped up” or raised 
in voltage. The high voltage current 
then comes from the transformer unit 
to the distributing frame, where it is 
passed into the individual ozone generat- 
ing tubes. The model illustrated, No. 
802-A-F has a battery of eight large 
ozone generating tubes and its capacity 
is 200,000 cu.ft. in service stations and 
garages and up to over 300,000 cu.ft. in 
theaters, auditoriums, etc., depending 
upon the kind and quantity of air 
Sewage to be oxidized. The intended 
price is $275. A small model for use in 
sleeping quarters, small offices, etc., may 
be had for $50, intermediate sizes being 
also available. 
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Heavy Duty Floor Machine 
Llectrical Merchandising, December, 1926 

The Fay Company, 11 East 31st 
Street, New York City, is bringing out 
a new “Jumbo” floor machine of the 
rotary type. The machine weighs 125 
Ib. in operation and is equipped with a 
4-hp. motor. The diameter of the pase 
is 154 in. The attachments provided for 
the machine are 14 in. in diameter and 
include: 3assine fibre scrubbing brush 
for scrubbing wood, linoleum, cork tile, 
rubber, tile, fine tile and composition 
floors; steel wire brush for scrubbing 
concrete, marble, terrazzo and = very 
dirty floors; Bassine fibre waxing brush 
for rubbing wax into wood, linoleum, 
tile, terrazzo, etc.; Tampico polishing 
brush for polishing floors and linoleum 
that have been waxed; polishing pad 
and holder for giving a polished, waxed 
floor a high lustre; steel wire brush, 
used with steel shavings for removing 
old coats of paint, shellac and varnish 
from floors; and the sandpaper disc 
which is used for sanding floors, benches 
and tables. 





—4— 




















Electric Hand Sander 


Electrical Merchandising, December, 1926 

To be used in place of hand sanding 
or polishing on wood or metal is a new 
“Take-About” sander of the Porter- 
Cable Machine Company, Syracuse, N. Y. 
Not only may flat surfaces be sanded 
or secured by the use of this machine, 
but concave or convex surfaces as well 
because the shape of the block over 
which the belt travels determines what 
form the belt shall take. The machine 
is furnished with a flat hard wood 
block, very simple in construction that 
may be quickly changed so that blocks 
of other shapes may be used, made up 
to fill certain requirements. 

The machine weighs but 12 lb. and 
may be lifted about without tiring the 
worker. It is equipped with a 4-hp. 
universal motor. An aluminum guard, 
part of the frame, protects the hand 
from the belt and at the same time 
eliminates all trouble from dust. 

















ment to Sell 























Popcorn Machine 
Electrical Merchandising, December, 1926 
An all-electric popcorn machine, 

brought out by the Star Manufacturing 
Company, 4460 Finney Avenue, St. 
Louis, Mo., pops the corn right in the 
salt and seasoning, keeps the corn hot 
and also has a compartment in which 
35 lb. of roasted peanuts can be kept 
hot. One of the exclusive features of the 
machine is the swinging kettle bottom. 
The bottom of the kettle is swung down, 
emptying the corn directly over the 
screen in the bottom of the pan below. 
The capacity of the popping kettle is 9 
qt. The built-in popping heater has 
1,000-watt capacity and a heater under- 
neath the popped corn compartment 
keeps the corn hot. Another heater 
underneath the peanut compartment 
keeps the peanuts hot. There are four 
lights in the machine—two in the peanut 
compartment and two in the upper part 
of the cabinet. The cabinet measures 
63 in. high by 24 in. wide by 29 in. long. 
The framework is of aluminum, highly 
polished and the panels are heavy sheet 
steel with four coats of baked white 
enamel. The motor is an Emerson, with 
only one moving part. 





Machine for Reclaiming 


Crankcase Lubricant 
Electrical Merchandising, December, 1926 
It is estimated that American motor- 

ists now waste lubricating oil at the rate 
of 200,000,000 gal. annually. To reclaim 
this oil and put it back into circulation 
is the object of the Wiederhold Com- 
pany, 3917 Bellevue Avenue, Detroit, 
Mich., through its new  electrically- 
operated machine, the “Velvet Oil 
Klarifyor.” The reclaimed oil, regard- 
less of its origin, goes under the name 
of “Velvet” lubricating oil and accord- 
ing to the Bureau of Standards, should 
afford better lubrication than original 
oil because it averages higher in vis- 
cosity. 
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The best in Lighting Equipment shown under one r 


OPEN TO DEALERS, ARCHITECTS, BUILDERS and J 
SPECIAL DAYS FOR THE PUBLIC 









q| VHIRTY thousand of the two 
posters reproduced here are being 
circulated throughout the country 
to advertise the National Exhibition 
of the Artistic Lighting Equipment 
Association to be held at the Hollenden 
Hotel, Cleveland, Ohio, January 321 to 
February 5, 1927. 

It is the intention of the association 
to make this yearly National Exhibi- 
tion the greatest educational and pro- 
motional exhibit of modern, designed 
lighting equipment, including lighting 
fixtures, floor and table lamps, illumi- 
nating glassware, shades (silk, parch- 
ment and other material), lighting 
equipment parts and supplies. 

Its purpose is to raise the standard 
of design—quality, finish and work- 
manship of all types of lighting equip- 
ment, increase the use of better parts 
and supplies, promote, the replacement 
of old and obsolete lighting equipment 
now in use, with more modern equip- 
ment, and to create more thought to its 
artistic and decorative effect on the 
surroundings. 

This exhibition will be attended by 
buyers, manufacturers, dealers, jobbers, 
electrical contractors, architects and 
builders, and on certain days and hours 
it will be open to the public. 
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ELECTRICAL MERCHANDISING 


Selling the Wiring Job 


Contractor Sold Job Nine 

Times Original Estimate 

Automobile service stations must 
keep open during the night hours as 
well as the day, and often their larg- 
est volume of business is done after 
night fall. This makes them excellent 
prospects for special illumination 
effects. Few laymen know the pos- 
sibilities in this field, however, and 
it is up to the alert electrical con- 
tractor to devise and to sell his own 
business. 

An example of this is to be found 
in the illumination of one of the San 
Francisco service stations of the 
California Petroleum Company, in 
which the original wiring job was 
gradually built up by the contractor 
until the final contract was nine 
times the amount of the first esti- 
mate. 

The station is finished in glazed ‘tile 
with an approximate cost of about 
$80,000. 

There are twenty-four lighting, 
one heating, and one motor circuit in 
the station proper. Power is sup- 
plied from the power company pole 
to the station by means of an under- 
ground service of three No. 0 wires. 
The general lighting in the station 
consists of ten totally enclosed diffus- 
ing units, four under each canopy 
and two in the salesroom. 

The station proper is flood-lighted 


with six 500-watt GE L9 projectors 
provided with a stippled lens to elim- 
inate glare, so that drivers of auto- 
mobiles will not be blinded in driving 
into the region of light. In addi- 
tion to these large projectors, addi- 
tional light is thrown on the face of 
the salesroom by means of four 
Wheeler sign reflectors equipped 
with 100-watt lamps with glass pro- 
tectors which are concealed in the 
shrubbery. Three of the projectors 
are mounted on the roof of the rear 
service station, two on pipe stand- 
ards 15 ft. high and one on a short 
pipe standard about 3 ft. high. 

Each pump and oil stand is well 
lighted. The gas and oil tanks and 
the air compressor are located in the 
basement. The lights here are in- 
stalled in vapor-proof receptacles. 

The rear service station is supplied 
with eighteen lighting circuits, 
15 hp., in motors, a d.c. battery- 
charging set and two -hp., 3-phase, 
motors on motor-generating sets for 
additional battery charging equip- 
ment. This portion of the station is 
supplied with a four-wire overhead 
service consisting of two No. 0, one 
No. 1 and one No. 4 wire; also a d.c. 
service of two No. 8 wires. This 
portion of the station is lighted with 
200-watt RLM reflectors. Seventy-six 
75-watt lamps are used as border 
lights around the face of the structure 
to provide yard lighting. Galvanized 
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A San Francisco $80,000 service 
station of the California Petroleum 
Company for which Victor Lemoge, 
electragist, increased the wiring 





layout to nine times the original 
estimate. It has twenty-four light- 
ing, one heating, and one motor 
circuit. 
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conduit totalling 3,700 ft. was used 
in making the installation. 

Victor Lemoge, electragist of San 
Francisco is responsible for laying 
out the wiring and selling the job to 
the extent of nine times the original 
contract. 





A Contractor’s Window 
that Sells Window Lighting 


A window that will actually 
demonstrate to the customer the re- 
sult he will obtain when he has in- 
stalled in his store window one, ten, 
twenty or thirty lamps of various 
sizes and colors, has been installed 
by The Tollner Electric Company in 
their store in Brooklyn, N. Y. This 
window has proven extremely effec- 
tive in selling window lighting by 
showing the customer that color on 
lamps absorbs a large percentage of 
the light so that where color is used 
a larger number of lamps must be 
installed to produce proper illumi- 
nation. 

The size of the window is 10 ft. 
9 in. wide, 10 ft. 8 in. high, and 
7 ft. 6 in. deep, and is of the enclosed 
type with a neatly panelled hard- 
wood background over which is hung 
a silver gray curtain. This curtain 
is in sections allowing it to be draped 
or hung in a solid effect. The color 
of the curtain is such that any 
colored light may be flooded on it 
with a pleasing effect. 


Reflectors Set at Angle Flush 
with Ceiling 


The ceiling is of the suspended 
type. Along the front and side are 
set two rows of No. 500 X-ray re- 
flectors, twenty-two reflectors in all. 
These reflectors are set flush with 
the ceiling at an angle of 15 deg. 
The outside row is equipped with 
200-watt lamps and is for general 
illumination. The second row of the 
same size lamps is usually used to 
obtain color on the display but may 
also be used to increase the intensity 
of the general lighting. 

Along the back of the ceiling is a 
row of ten No. 400 X-ray reflectors. 

The wiring has been so carefully 
planned and installed that every 
question from the prospect cannot 
only be correctly answered but vividly 
illustrated. It is fast becoming an 
invaluable asset in selling correct 
window lighting installations at the 
same time carrying on its daily 
routine of selling merchandise and 
wiring for the store. 
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A sivck oJ 


‘everything electrical” presents such 










a diversity of merchandise as to demand an equal 
diversity in store plan and decoration to provide 


effective display for it all. The recently 


store of Barber, Donovan Inc., contractor 


Rochester, N. Y., is a series of display 
different in size and decoration, designed 
nish each type of merchandise with the 
which will best bring out its value and 
appeal, 


opened 
dealer, 
rooms, 
to fur- 
setting 
buying 


To the left, one of the alcoves which displays 


wall brackets, hall mirror, and console. 


Other 


alcoves show ceiling and bracket fixtures and 


fireplace fittings in appropriate styles. 


A unique and suc- 
cessful method of 
showing table lamps. 
These deep, wall re- 
cesses are curtained 
with marquisette, at 
once protecting the 
fine shades’ from 
dust and handling. 
By opening one sec- 
tion only, as shown 
in the illustration, 
the prospect’s atten- 
tion is centered on 
a few lamps instead 
of a confusingly 
large number. 

Below the lamps 
are illuminated 
spaces with glass 
doors where shades 
combine a maximum 
of display with both 
accessibility and pro- 
tection. 
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The radio salon displays 
fine lamps, fixtures, elec- 
trical fireplace fittings 
and other super quality 
merchandise in addition 
to providing a luxurious 
home background for ex- 
pensive cabinet radio sets. 
This, the main entrance 
to the store, strikes at 
once the note of distinc- 
tion that characterizes the 
whole establishment. 





To the right, a_ small 
room with stucco walls, 
displays a full line of 
artificial flowers and gift 
merchandise. A powerful 
attraction for the woman 
shopper. 


Below, at right: A com- 
plete electric kitehen and 
laundry with a separate 
entrance and gaily cur- 
tained window displays ua 
variety of major appli- 
ances. 
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, A display grouping which makes an 
r indoor show window of an ordinary 
wall case. Quality merchandise shown + 
together in this manner increases the ¢ 
selling appeal of both lamp and per- 
colator set. 
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Millions invested in Eu- 
reka advertising have made 
the name “Eureka” stand 
for the best in electric 
cleaners. It is asked for 
by name. 














On six different occasions, 
the Eureka has received 
the Grand Prize or Highest 
Award in international 
competition. Reputation 
makes for quick sales. 














More Grand Prize Eu- 
rekas are purchased today 
than any other single 
“make” of electric cleaner. 
Approximately every 
third purchaser of an elec- 
tric cleaner selects the 
Eureka. 














The amazing 

Eureka “High- 
Vacuum” Test has opened 
the eyes of thousands of 
women to the unmatched 
cleaning efficiency of the 
Eureka“High-Vacuum” 
Principle of Cleaning. 
They can believe what 
they see. Talk is cheap, 

















For Christmas gifts, men 
select merchandise of es- 
tablished reputation. As 
they are eleventh hour 
purchasers—they buy 
quickly if satisfied they 
are buying “right.” 











And there'll be more Eurekas sold this Christmas 
than any other single “make” of electric cleaner. 
You don’t have to be an Eureka dealer to know 
this- - but you must be one to get your share. 
Get aboard the “band wagon” it will pay you 
well. Wire or write immediately. (313) 

EurekA VAcuuM CLEANER Company, DETROIT 








Team Work 


Saves Labor 


SYRACUSE, N. Y., contractor has the reputation 

of being a specialist in house wiring because he 
goes on a moderate-sized house job one day and finishes 
it the next. Team work is the secret. At least two 
men work together on every job. One man marks out 
the location of the outlets as the other brings in the 
material. 

When the marking of the outlets is completed the 
ceiling boxes are put up and the holes bored in the 
ceiling by the same man while the other installs the 
switch and bracket boxes. 























HILE one 
of the team 

is pulling in the 
cable, the other is 
following him up 
by fastening the 
cable in the boxes. 
When hanging 
the fixtures, one 
man makes and 
solders the joints, 
while the other 
tapes the joints 
and hangs the fix- 
ture. From start 
to finish each man 
has his own par- 
ticular work to do; 
yet both men work 
close together. 
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The 


Licensing of Electricians 


Code expert reviews conditions and outlines 
methods of handling this important development 


Tm: frequency with which 
questions bearing on the mat- 
ter of the licensing of elec- 
tricians come into this department 
indicates a fairly widespread inter- 
est in this subject and seems to 
warrant a more or less extended dis- 
cussion of some of its phases. 

This article refers to the “licens- 
ing” of electricians. The applica- 
tion of the term “license” to the elec- 
trical business has been criticised to 
some extent and it is the writer’s 
recollection that representatives of 
the federal government have criti- 
cised its use for this purpose. The 
term “registration” has in many 
cases replaced the term “licensing.” 
It is possible that this criticism has 
been due to a varying conception of 
what the “licensing” was intended to 
cover. 

The dictionary defines “license” as 
“To grant a right or privilege to 
do; authorize; permit.” The term 
“register” is defined as “To record 
* * * in an official register.” The 
term “license” is however frequently 
applied by governmental authorities 
to those privileges authorized by the 
various governments and through 
which revenue is obtained for the op- 
eration of these governments, and 
the “licensing” therefore becomes, in 
reality, a tax. 


Regulation or Revenue 


One of the best illustrations of 
this is, perhaps, the pre-prohibition 
saloon “license” which in many cases 
was as high as a thousand dollars a 
year and supplied many municipal 
governments with a large proportion 
of the revenue necessary to maintain 
them. It is probably this use of the 
term “license” which has’ made it ob- 
jectionable to the electrical industry 
although the definition of license as 
given above. seems more accurately 
to cover the more usual applications. 

The licensing of electricians may 
be applied either as a purely revenue- 
producing measure or as a means of 
regulation. It is the latter applica- 
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By VICTOR H. TOUSLEY 


Chief of Electrical Inspection, City of Chicago; 
Member of Electrical Code Committee, N.F.P.A. 


tion that will be referred to in this 
article. 

There has been much discussion 
and many articles written on the 
subject of electrical regulation and 
what it does or does not accomplish. 
Many things have been said in its 
favor and many things against it. 
It is a fact, however, that the regu- 
lation of electricians through some 
form of licensing has steadily ex- 
tended throughout the country and 
each year finds more and more gov- 
ernmental authorities accepting it as 
a desirable and effective procedure. 


Regulation Beneficial 


It may be fairly said that practi- 
cally all branches of the electrical 
field are affected by such regulation. 
The installation and maintenance of 
electrical conductors and equipment 
introduces and involves certain well- 
known hazards which if not properly 
guarded against, may result in loss 
of property, accident or loss of life. 
If this statement is true, and the 
essence of it at least has been so held 
by the courts, there can be no ques- 
tion but that such regulation is 
necessary and of direct benefit to the 
public in general. 

This direct benefit to the citizen 
through the safeguarding of his life 
and property is the basis for all such 
regulation. Incidentally, however, 
the electrical contractor is greatly 
interested. An efficient license law, 
impartially but rigidly enforced, 
tends to stabilize his business. It 
tends to eliminate from the field and 
to prevent entering it, unfair and 
uneconomical competition. It tends 
to raise the standard of the entire 
electrical contracting branch of the 
industry. 


It is frequently contended that the 
regulation of electrical contractors 
restricts the electrical contracting 
business. Society and even business 
is restricted in many ways and if a 
restriction is reasonable and serves 
to accomplish a real purpose it would 
seem to be justifiable. Regulation 
as applied to the electrical contract- 
ing business is not usually effective 
unless it does restrict and the greater 
this restriction the higher the gen- 
eral plane of the contracting field. 
The more difficult it is to obtain a 
license, the more valuable this license 
becomes and the more zealously it 
will be guarded. That the restric- 
tion of the electrical contracting field 
when applied in a just and reason- 
able way does tend to safeguard the 
lives and property of the citizens is 
quite evident to those who have been 
in close contact with its workings or 
who have made a study of it. 


Responsibility of Utilities 


The utility is interested in regula- 
tion. The utility is charged both 
morally and legally with certain re- 
sponsibilities in connecting its lines 
to an electrical installation. It must 
be reasonably sure that the installa- 
tion to which it connects its supply 
lines is in a safe condition to have 
current turned on. The increase of 
the safety factor is inherent to the 
regulation of electrical installations. 

The utility in the interests of its 
business must do all it can to pre- 
vent trouble from occurring in the 
customers’ premises and in many 
cases must remedy the trouble when 
it does occur. Regulation tends to 
reduce and minimize these troubles. 

The manufacturer, the jobber, the 
retailer are all affected both directly 
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and indirectly by regulation. Licens- 
ing, through penalties inflicted for 
violation of rules and laws, tends to 
prevent the sale and use of inferior 
material. It serves as a stabilizing 
influence here as well as in the con- 
tracting field. Incidentally anything 
which tends to raise the standard of 
the electrical contractor reflects it- 
self in the business of the manufac- 
turer and the jobber. 

The insurance interests are di- 
rectly effected by regulation for regu- 
lation, without doubt, reduces to a 
considerable extent the fire losses. 

There is another large field directly 
affected by regulation, that exten- 
sive field of industry in general. And 
here again, a regulation designed 
and intended primarily to reduce the 
loss of property by fire, and the les- 
sening of accidents and fatalities, 
incidentally produces a saving which 
can be measured in dollars and cents. 
The repair of electrical equipment 
in trouble, costs money. This ex- 
pense, in itself, may not be so exten- 
sive but the shutting down of a piece 
of machinery or of a group of ma- 
chines stops production while, as a 
general rule, the payroll goes on. 

In many industries the safety of 
the workmen, many of them skilled 
by years of training, represents a 
real asset. One injured workman 
may affect the operation of a large 
part of a plant. Much work is done 
in these institutions towards spread- 
ing the doctrine of “safety first.” It 
would seem then that regulation of 
the electrical installation and main- 
tenance in an industrial plant was 
not only desirable from a_ safety 
standpoint but from an economic 
standpoint as well, and that regula- 
tion has proven itself sound from 
both of these standpoints can be 
easily verified. 


Issuance of Licenses 


Licenses are issued by state or 
municipal governments. The munici- 
pality can only issue licenses when 
it has been specifically authorized to 
do so by state law. In some states, 
the powers delegated to the munici- 
pality authorize only regulation from 
a safety to life and property stand- 
point. In other instances, these 
powers are broadened out and the 
municipality is authorized to adopt 
ordinances regulating installations 
from a standpoint of health and 
welfare. 

Where the state issues the license 
it generally authorizes the installa- 
tion of electrical work anywhere 
throughout the state. Where a 
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municipality issues the license its 
privileges are confined to the legal 
limits of the municipality issuing it. 
There are advantages and disad- 
vantages in both of these arrange- 
ments. Where the municipality 
issues the license it becomes neces- 
sary for the licensee to obtain a 
license in each city in which he may 
have work. 

On the other hand, where the state 
does the licensing and issues licenses 
authorizing work throughout the 
state, the examination must be of 
such general character as to include 
in its scope those doing work in the 
parts of the state where the rules are 
most lenient. It is obvious that this 
system of examination would afford 
practically little restriction on those 
attempting to enter the business in 
the larger cities where the methods 
of construction are usually limited 
and the special requirements are 
much more exacting. 

The license may be issued to the 
journeyman wireman, to a supervis- 
ing electrician, or the business itself 
may be licensed. When the journey- 
man wireman is licensed, the law 
provides that none but journeyman 
electricians shall install wires or 
equipment. Frequently, however, the 
law does not make any restriction as 
to who shall install the electrical 
work but requires that whoever does 
the work shall be under the super- 
vision of a licensed electrician. In 
some forms of license the payment 
of the license fee constitutes the 
only requirement. 

Licenses in themselves vary from 
the simple form of license or regis- 
tration where the applicant fills out 
an application blank and receives a 
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certificate showing he has_ been 


- recorded as an electrician, to the 


more complicated form where he 
must submit himself to investiga- 
tion, examination and tests. 

A description of the more compli- 
cated form of license will also in- 
clude most of the requirements of 
the simpler methods. 

Licensing as a regulation may in- 
clude the filling out of an applica- 
tion, the payment of a license fee, 
the submitting of a bond, the suc- 
cessful passing of an examination, 
a following up of the work of the 
licensee, the keeping of continuous 
records and the penalizing for in- 
fractions of rules or laws. 

The actual work of licensing may 
be done by a state official or board. 
Where the municipality issues the 
license it may be issued by the city 
clerk direct, or it may be issued by 
the electrical department of the 
municipality or issued by the city 
clerk after approval by the electri- 
cal department. More frequently, 
however, the licensing is under the 
supervision of a board or commis- 
sion. 


Licensing Methods Vary 


The method of licensing varies 
from the simple form described 
above to the more or less compli- 
cated procedure where the applicant 
is carefully examined on the basis 
of the particular class of work in 
which he desires to engage and 
where the licenses themselves when 
issued are limited to that particular 
class. 

The usual classifications include 
what may be termed as a “general” 
license, in which case the person so 
licensed may do all classes of elec- 
trical work. Then follow the special 
classes such as fixture licenses, 
electric sign licenses, maintenance 
licenses, etc. 

For instance, many electricians 
obtain their entire electrical experi- 
ence in fixture work and while they 
may be expert fixture men they may 
have little or no knowledge of motor 
installations. It is obvious therefore 
that where an applicant intends to 
do only a special class of work he 
must be examined on the basis of his 
knowledge of that particular class 
of work and allowed to do only work 
of that particular kind. 

Under the designation of “main- 
tenance” license is included those 
electricians doing maintenance work 
in a plant or other type of building 
where an electrician is regularly em- 
ployed or where some workman is 
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assigned to the care of the electrical 
equipment. It is evident that here, 
also, is a special class of electrical 
work. 

As a rule, the maintenance man 
takes the electrical installation put 
in originally by some licensed elec- 
trical contractor and_ thereafter 
maintains it. The electrical knowl- 
edge necessary for the satisfactory 
carrying out of his duties is quite 
different from that required by the 
contractor who originally installed it. 
Then, again, maintenance licenses 
are sometimes further classified. The 
maintenance man may be simply an 
engineer who has charge of the more 
or less simple operations of replac- 
ing fuses, replacing broken sockets 
and similar electrical work. On the 
other hand, the maintenance elec- 
trician may have a force of many 
wiremen under him and often does 
in a@ year more electrical work than 
many a large contracting concern. 
It is evident that the electrical 
knowledge required of the two 
classes of maintenance men men- 
tioned varies from one extreme to 
the other. Maintenance men are 
sometimes classified into three classes 
which may be called: 


Classes of Maintenance 


A. Maintenance men doing all 
classes of electrical work including 
original construction work. 

B. Maintenance men making no 
extensive installations of electrical 
work. 

C. Maintenance men making no 
new installations. 

This gives a general classification 
upon which a maintenance man can 
be fairly examined. 

A question which has given rise 
to considerable discussion is that of 
work done in the home. It is fre- 
quently contended that no law can 
prohibit an individual from doing 
electrical work in his own home, this 
being in contradiction to his consti- 
tutional rights. While the writer 
knows of no legal decision on this 
point he is of the personal opinion 
that, where a law is in effect requir- 
ing all electrical work to be installed 
by or under the supervision of a 
legally qualified person, such a law 
would stand the test of court. 

The application may, by law, pro- 
vide certain restrictions which will 
in themselves limit those eligible for 
license. The minimum age limit of 
twenty-one years is frequently ap- 
plied. A certain amount of experience 
varying from one to six years is 
often required. The application 





may include endorsements from citi- 
zens who have known the applicant 
to be engaged in electrical work for 
a period of years at least equal to 
the experience required. A record 
of the applicant’s electrical experi- 
ence is essential. Applications are 
often required to be signed and 
sealed by an official authorized to ac- 
knowledge signatures. 

The application should contain, in 
addition to general information, 
such special information as will later 
identify a particular person as the 
applicant, as for instance the home 
address, home telephone number, 
place and date of birth. Occasion- 
ally some person other than the ap- 
plicant will be substituted for ex- 
amination and unless some means of 
identification is provided this decep- 
tion would be unnoticed. 

Upon receipt of the application 
properly filled out the examining 
authority may cause an_ investiga- 
tion to be made to verify the state- 
ments contained in the application. 
This is quite necessary where a 
definite amount of experience is re- 
quired for eligibility. Misstate- 
ments, sometimes unintentional but 
occasionally intentional, are  fre- 
quently encountered. In some in- 
stances it is found that letterheads 
carrying statements of employment, 
have been counterfeited and printed 
specially for this purpose. To avoid 
this some authorities verify all 
statements by letter to the parties by 
whom the applicant has been em- 
ployed. 


Fees, Bonds 


The fees charged for licenses ex- 
tend over a considerable range vary- 
ing from one or two dollars per year 
to two hundred dollars per year. 
Frequently these fees are higher for 
the original examination and license 
than for the renewal of the same. 
The fee may be and is sometimes 
used as a means of restriction. Cer- 
tainly a high fee will tend to keep 
from the field of contracting many 
who have not sufficient capital to 
justify their entering it. Whether 
a fee which is placed high purposely 
to provide a restriction will stand 
the test of law the writer is not 
aware. In many cases it would de- 
pend upon the broadness of the 
powers granted by the state. As a 
means of regulation it has, however, 
proven that it has certain defined ad- 
vantages from an actual safety 
standpoint. Inspection departments 
are frequently confronted with in- 
stances where some person enters the 
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electrical contracting neld with both 
a lack of sufficient capital and a lack 
of knowledge as to costs. As a re- 
sult there soon comes a time when 
the contractor’s revenue does not 
cover his expenses and in an en- 
deavor to keep his head above water 
he is tempted to, and many times 
does, skimp the job by using cheaper, 
inferior material or otherwise violat- 
ing the standard rules. 

Bonds are often required of a 
licensed contractor. This bonding is 
intended to assure the contractor’s 
compliance with the rules. 


Examination 


The examination of the applicant 
is probably the most important step 
in licensing. The examination is in- 
tended to test the applicant’s quali- 
fications and determine his ability 
as an electrician or an electrical con- 
tractor. This examination naturally 
divides itself into two parts. Where 
the license is applied only to jour- 
neymen or to. supervising elec- 
tricians the examination is generally 
confined to a test of the applicant’s 
ability as an electrician and to his 
knowledge of rules and practice. 

Where the license is applied to a 
master electrician or to an electri- 
cal contracting “business” then, in 
addition to the test for electrical 
knowledge, should come a test of 
business knowledge. 

Where written examinations are 
held the matter of questions becomes 
important. A standard set of ques- 
tions cannot usually be employed as 
they may be communicated to future 
applicants. 


Records 


After a license has been issued 
the practice of keeping continuous 
records is frequently followed. 
Whenever a licensed contractor delib- 
erately or even carelessly violates a 
rule, or when he is responsible for 
any act which may be justifiably 
criticised, a record is made of the 
circumstances and filed with his 
original record. These records are 
referred to in imposing penalties. 

Penalties 

In addition to the usual penalties 
provided for the violation of laws or 
ordinances, a further penalty is 
sometimes applied to licensed elec- 
tricians or contractors. The license 
may be made subject to either sus- 
pension or revocation or both. These 
latter penalties are prabably the 
most effective in obtaining a strict 
compliance with safety rules. 
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Electrical 
Merchandising 


The Business Magazine of the Electrical Trade 


believes with Herbert Hoover, 
Secretary of Commerce of 
the United States, that 








Widespread electrification of Ameri- 
can industry and homes “has increased 
the productivity of our workmen beyond 
those of any other country. It con- 
tributes to our maintenance of high real 
wages and to the reduction of human 
| sweat. It relieves the home makers of 
many irksome tasks and adds _ im- 
| measurably to home comforts.” 




















It’s a Pretty Fair Business, 


After All 


ANY an electrical merchandising man has asked 
M fins after an exhausting day of difficult 

selling, “Is this electrical business really worth 
while? Wouldn’t it pay me to get into some other 
line where the profits come easier and faster?” 

A definite answer to such discouraged soliloquys is 
contained in an analysis recently completed covering 
116,000 manufacturing businesses in all lines. Here 
are the averages for this great mass of non-electrical 
undertakings: 


Per Cent Per Cent 
Operating expenses 86.8 Depreciation 2.6 
Interest 2.8 Cash dividends 3.5 
Taxes 2.2 Capital increment 2.1 


Compared with this average manufacturers’ profit of 
3.5 per cent, it is of interest that Electrical Merchandis- 
ing’s recent survey of electrical dealers’ operations 
showed an average profit of 4.1 per cent. And all the 
while, these dealers were building themselves good- 
will and standing in their communities that would far 
outrun a mere 2.1 per cent capital increment. Electrical- 
appliance retailing isn’t such a bad business, after all. 





Three Good Rules. They Concern 
Expenses, Credits and Turnover 


ANY are the rules the merchant must follow 
M« realize his ambitions. Some are permanent 
and some merely temporary, but there are three 
fundamental ones none can ignore and be successful. 


Know amd control expenses. This is what is known 
as management. Knowledge and control of business 


costs is the compass that guides the merchant safely 
past the rocks upon which most business crafts are 
wrecked. 

Keep credit lines intact. 
the dealer’s own impulses. 


This involves a control of 
Do not yield to the tempta- 
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tion of over-extension. Business is enough of a gamble 
without adding hazards of your own creation. 

Insure stock turnover by planned buying. Without 
turnover, there can be no profit, and the larger the 
stock, the greater the risk of loss always. Carefully 
chart your probable ‘sales and base your purchases on 
them, erring on the side of conservatism rather than 
on that of optimism. Lose a sale rather than a profit. 





To Attract Women Buyers, Study the 
Shops They Frequent 


HAT most attracts women to a store? Display, 
W neatness, courtesy, and prompt service. 
Manufacturers and dealers are recognizing 
the growing importance of the woman customer. This 
is reflected in store equipment. 

Woman is a much more experienced shopper than man 
and is accustomed to, and expects, superior attention. 
She is familiar with the conveniencies and courtesies of 
the smartest shops. 

Shopping, with her, is a recreation and an educa- 
tion, as well as a business. She may rely upon her 
husband for technical advice, but she is usually a well- 
informed, observant and conservative shopper. She 
nearly always knows what she wants. 

Surface impressions, such as a neat, well kept display, 
and intelligent, courteous salesmanship, have great 
weight in influencing her decision—and her desire is 
usually the deciding factor in a sale. 

Study stores catering to women, for valuable pointers. 





Going to the Lamp Market 
Next Month? 


AST January some seventy-five central-station mer- 
chandisers journeyed to Chicago, and under the 
auspices of Electrical Merchandising inspected 
more than one hundred displays by portable-lamp manu- 
facturers at the Furniture Mart Building on Lake 
Shore Drive. 

All were seemingly impressed with the number, size, 
and diversity of displays, and nearly all must have gone 
away with a truer impression of the importance of this 
great lamp industry and its undeveloped possibilities in 
the central-station field. 

The Chicago Lamp Market is a semi-annual affair, 
held in January and July of each year. At the Market 
held in July, there was the largest attendance of furni- 
ture and lamp buyers in its history, but the attendance 
of central-station merchandisers was negligible. Why 
this indifference? 

The portable-lamp business is too important for any 
central station to ignore. Nor can it be built up by 
merchandisers who stay at hom» and can only have 4 
limited knowledge of values anc style trends. 

Lamp manufacturers as a body appreciate the possi- 
bilities in the central-station field, but claim that the 
central stations apparently do not appreciate the possi- 
bilities in the portable-lamp field. A representation 
attendance of central-station merchandisers at the 
Lamp Market next month will indicate realization by 
the electrical trade of the importance of this profit- and 
load-building merchandise. 
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How to Wreck a Business 


| “HE proportion of retail businesses which weather 
the assailing storms is, unhappily, pretty low. 

Businesses fail for many reasons. 

Inadequate capital. Excessive borrowing. 
tent management. Too much overhead. 
harmony. Dishonest associates. 
wise buying. Impaired credit. 
Lack of business training. 
slowly and safely. Dry rot. Wrong goods at wrong 
prices. Unhappy reputation. Unjustified expansion. 

But at the head of all the list of the causes of the 
business troubles that develop sooner or later, stands 
the matter of insufficient working funds. Too many 
businesses are started without really knowing what 
capital will be needed, and without having that capital 
available as an operating tool. 


Incompe- 
Lack of 
Extravagance. Un- 
Outside speculation. 
Unwillingness to grow 











*“Buy at a Busy Store’’ 
Said Elbert Hubbard 


MONG the pungent epigrams of Elbert Hubbard, 
A was one which that discerning business philos- 
opher directed at retail purchasers, but which 
carries a sound message for the retail storekeeper 
himself. 

“Buy at a busy store,” wrote the sage. 

And there are many good reasons. For the store 
which is busy is the store which is attacking the cost 
of retailing by spreading thin its overhead over many 
selling transactions. The busy store is the one which 
has captured the popular taste, and is carrying the 
merchandise which the public wants. The busy store 
is the one which is keeping its merchandising invest- 
ment working at highest efficiency, in the customer’s 
interest. 

There are always reasons when the retail store is 
busy. And local leadership is one of them. 


? 





A Steady Market for 
4,000,000 Autos Yearly 


OR the past thyee or four years, our friends in the 
| eo bu: fess have been worrying about the 

specter of “saturation.” As each season brought 
new levels of automobile production and sales, the pes- 
simists of the auto industry predicted that that current 
season of automotive prosperity would be “positively 
the last good year,” and that the following season would 
bring over-saturation, curtailment, and industry dis- 
aster. 
Yet, year after year, the automobile industry has 


ELECTRICAL MERCHANDISING 125 


gone on selling 3,000,000 cars,—3,500,000 cars,—4,000,- 
000 cars,—and this year 4,300,000 cars! 

So finally the automobile people are coming to admit 
that there is a standard market for about 4,500,000 
cars and trucks a year, of which 2,000,000 are re- 
newals,—leaving 2,500,000 cars as new sales! 

These are figures of interest when compared with our 
own far-from-saturation sales totals of only 750,000 
electric washers a year; only 1,000,000 vacuum cleaners, 
only 150,000 electric refrigerators, only 3,000,000 irons, 
only 400,000 radiators, and so on. 





Our Responsibility to ‘‘Service”’ 


HE problem of “service’—the maintenance and 
repair of appliances—we have always with us in 
the electrical business, and probably always shall 
have. Admitted that it is the source of more gray 
hairs, more bickering and more annoyance than it can 
ever be worth in direct compensation, the question 
comes up: Shall we evade the troublesome duty of 
servicing our wares, or can we convert this service 
lemon into the refreshing lemonade of more sales? 
One capable retailer among our readers declares that 
the only solution lies in courteously referring to other 
repairmen, all calls for service assistance after the 
initial one-year guarantee period. For the first twelve 
months, this dealer gives service free. But subsequent 
service calls, for which a charge would have to be 
made, he consistently refuses. Such calls, in his ex- 
perience, only lead to “service” charges which, though 
inadequate to cover expenses, arouse the customer’s 
antagonism and lead to definite and continued ill-will. 
Electrical Merchandising can see the difficulties which 
such a servicing policy evades in the case of the in- 
dividual dealer. But is it not also an evasion of the 
merchandiser’s distinct responsibilities as well? 





Distribution Costs and 


Pro fits 


| on article to sell at retail for $100 as distrib- 
uted through the present electrical trade* 


| Mg a $33 
| Manufacturer's distributing costs 15 
| Manufacturer’s profit (9.4%)... . 5 
Manufacturer’s selling price... .. - 53 
Jobber’s distributing costs....... 10 
jobber’s prot (3.2'%).......... 2 
Jobber’s selling price. ........... 65 
Retailer’s distributing costs...... 30 
Retailer’s profit (5%) .......... 5 
Retail selling price.............. $100 


Total Distributing Costs $55. 
Total Profits Collected $12. 





| 

| *L. A. Osborne, Vice-President, Westing- 
| house Company, before Electrical Supply Job- 
bers’ Association, October 21. 




















~ “DEALER HELPS” the Manufacturers Offer 


Show Window, Counter, Mail Advertising and Specialty 
Aids Offered to Help the Dealer Get More Business 


Last-Minute Touches to 
Christmas Plaus 


Busy merchants, even with Christmas 
activities planned far ahead, find them- 
selves at the very edge of the season 
with many things still undone. Al- 
though the time to Christmas Day is 
extremely short, attractive window dis- 
play material can still be obtained from 
leading manufacturers and from the 
Society for Electrical Development, 522 
Fifth Avenue, New York City. Should 
manufacturers’ sales helps be unavail- 
able, or even in combination with elec- 
trical displays an effective window can 
be put on with Dennison’s crepe paper, 
using Christmas colors and the holiday 
designs offered by the Dennison Com- 
pany. A Christmas tree, with electric 
lights, a few boxes, attractively 
wrapped and tied with red or holly rib- 
bons and the gift atmosphere is easily 
created. 

An inexpensive but extremely effec- 
tive background for a display is illus- 
trated on this page, made entirely from 
Dennison’s crepe paper. The house, 
trees, moon, snow and smoke are cut 
out of papers of various colors and 
placed on an azure blue background to 
represent the. cold, clear, winter sky, 
which may also be studded with gold 
or silver stars, if desired. These stars 
can be had already cut out or can easily 
be cut from silver paper. The bottom 
of the display, together with the snow 
banks on the background, is white crepe 
paper, waved. The waving is done by 
simply winding the crepe paper around 
a broom handle or other round stick 
and pressing down hard against the 
paper. The snow bank of paper is cut 
irregularly. The pine trees are cut 
from leaf green paper and are made 
by doubling the paper half the size of 
the tree and cutting it irregularly. The 
trees are then flattened out and pinned 
to the blue background. 

The snow on the branches is white 
crepe paper, pinned to the trees. The 
smoke is a piece of white or gray crepe 
paper and the moon is of silver crepe 
or silver paper. The house can be made 
of white crepe paper with a_brick- 
design decorated crepe and marked 
with a crayon to show the windows. 
The roof is of red crepe paper to rep- 
resent tile. It may also be possible to 
cut the house from an old lithographed 
display sign. The tubes and rosettes 
decorating the trim are of white crepe 
and National blue crepe. The valance 
of icicles, cut from crepe paper, is 
tacked across the top of the window. 

It has been found a good practice to 
have on hand during the Christmas 
season, fancy boxes, wrappings and gift 
cards for customers who wish to have 
their purchases wrapped and mailed 
away from home. While it is now too 
late to have cards and wrappings 
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On a background of azure blue 
crepe paper, this “Christmassy” 
scene is appliqued. The snow, ici- 
cles, smoke and house are of white 
crepe paper. The trees are of 


green crepe and the moon is cut 
from silver paper. An effective 
addition can be made to the scene 
by placing silver or gold stars on 
the cold clear blue of the sky. 





printed with the dealer’s name or store 
message, it is a good idea anyway to 
have wrapping conveniences at the cus- 
tomer’s disposal. Dealers who have not 
yet secured their supply of boxes, paper 
and ribbons may still be able to get 
this material in time for the final rush. 
Stonebraker Studios, Inc., 269 Court 
Street, Brooklyn, N. Y., is offering fes- 
tive Christmas wrappings in five differ- 
ent designs in hand-blocked effect. 
These wrappings are very effective and 
can be used by the dealer as a store 
service or to sell outright to his cus- 
tomers. The paper comes in two sizes 
and, being unusually attractive, is 
fairly high-priced—a $5 assortment in- 
cluding about 125 sheets. 

The Ertel Bros. Company, Williams- 
port, Pa., makes a specialty of gift 
boxes. This company has an assort- 
ment of 70 boxes, in sizes from 33 in. x 
2 in. x 1 in. to 64 x 54 x 3 in. for $8.50. 
There is also a nest of 50 larger sized 
boxes for $10. 

Dealers in the west can get from the 
City of Hankow Tassel Company, 406 
Grant Avenue, San Francisco, fancy 
paper ribbon for tying packages, also 
Chinese fancy papers for Christmas 
wrappings. 





The Parr Electric Company, Inc., 77 
Warren Street, New York City, is is- 
suing its No. 77 catalog on electrical 
supplies for industrial or marine in- 
stallation. 





“Little Motors in Modern Business” 
is the title of a booklet issued by the 
General Electric Company. In this 
little publication is shown the applica- 
tion of the small motor to use in the 
business world—on the electric type- 
writer, adding machine, duplicating 
machine or stencil cutter, billing ma- 
chine, bookkeeping machine, addressing 
machine, dictating machine, letter op- 
ener, postage meter, coin-counting ma- 
chine, check writer, time clock, ete. 


The Chicago Fuse Manufacturing 
Company, Chicago, is publishing a new 
catalog, No. 31, which lists and de- 
scribes in detail, the company’s full line 
of products. The first section is de- 
voted to Union renewable fuses and 
renewal links, Union indicating, non- 
renewable fuses, Gem non-indicating, 
cartridge fuses, etc. The second section 
catalogs the full line of Union outlet 
boxes, bar hangers, extension rings, 
outlet box fittings, etc. 


“The Electrically Heated Home” is a 
colorful little booklet issued by the 
Electric Heating & Manufacturing 
Company, Sixth Avenue North at Har- 
rison Street, Seattle, Wash., which tells 
all about electric heat for the home. 
“Electric Heating,” it is stated on the 
back cover of the booklet, “is as much 
a part of the modern home as sanitation 
is of modern civilization, and is pecu- 
liarly adaptable to all economic de- 
mands.” 
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Solving That Lighting 
Maintenance Problem 


Any merchant or manufacturer would 
think a customer strange if he promptly 
and without question paid for goods 
that were never received. Yet this is 
exactly what happens when the same 
manufacturer or merchant pays for light 
that he is not getting. But why he is 
not getting the light he is paying for 
is pointed out in a booklet issued by 
the engineering department of the 
National Lamp Works, entitled, “Get- 
ting the Light You Pay For.” 

“Experience has shown that in many 
cases one-half to two-thirds of the light 
paid for is thrown away through lack of 
attention to simple maintenance re- 
quirements,” says the lamp company. 
The principal causes of light deprecia- 
tion listed in the booklet can be easily 
corrected, resulting in greatly-improved 
illumination. 

Five commandments of good lighting 
practice, that will insure maximum 
results from all lighting installations, 
are set down as follows: 

1. Keep the lamps 
clean. 

2. Maintain a light colored interior 
finish. 

3. Fill empty sockets and replace 
burned-out and blackened lamps with 
new ones of the correct size and proper 
voltage rating. 

4. Keep a 
record. 

5. Make some reliable employee re- 
sponsible for the work of maintenance, 
and see that he gets credit for doing a 
good job. 


and_ reflectors 


lighting maintenance 





The One Minute Manufacturing Com- 
pany, Newton, Iowa, has prepared for 
its dealers a series of Christmas sales 
helps, including special Christmas 
newspaper advertisements, and _ elec- 
tros, a colored Christmas hanger, strip 
for window or store interior and a com- 
plete window trim consisting of cards 
and bubble cut-outs. 


The F. W. Wakefield Brass Company, 
Vermilion, Ohio, has a complete new 
catalog of “Red Spot” lighting special- 
ties. Among new items listed are the 
semi-indirect office lighting unit, a line 
of one-piece porcelain enameled kitchen 
units embodying many improvements 
and examples of special commercial 
lighting units made to order for depart- 
ment stores and banks where individ- 
uality in equipment is demanded. 
Changes in prices and in quantities and 
weights of standard packages are in- 
corporated in the new catalog, which 
may be secured through jobbers or 
direct from the manufacturer. 


The Allied Metal Industries, Inc., 
Inglewood, Cal., has made up attractive 
leather-bound catalogs showing its new 
patent designs of Spanish and Italian 
lighting fixtures. 


The Westinghouse Electric & Manu- 
facturing Company, East Pittsburgh, 
Pa., has a new industrial lighting equip- 
ment catalog, No. 47-A, that contains 31 
pages, with instructions for planning in- 
dustrial lighting installations, together 
with worked-out typical problems con- 
fronting the lighting engineer. 
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The Perfeclite Company, Cleveland, 
Ohio, has issued a new No. 16 catalog 
on its Perfeclites and Perfeclite prod- 
ucts. “Our aim in putting this book in 
the hands of dealers and jobbers,” says 
the company, “is to make it so com- 
plete in detail, embracing the many 
specific classifications under the gen- 
eral heading of commercial lighting 
that the dealer can take it out on the 
average commercial job and submit a 
complete proposal without referring to 
seven or eight different catalogs. It 
should also prove of great assistance 
to architects and builders as a handy 
reference book and as a guide to mod- 
ern standard lighting requirements.” 


The Square D Company, Detroit, 
Mich., has a new loose-leaf catalog 
which lists not only its complete line 
of industrial switches, but includes 
standardized meter service switches, 
convertible power panels and electrical 
porcelain. The catalog is profusely il- 
lustrated and is carefully indexed, mak- 
ing it very easy to locate and identify 
the various types and sizes of switches. 


The Benjamin Electric Manufacturing 
Company, 120 South Sangamon Street, 
Chicago, has prepared a new radio 
handbook which is a helpful booklet on 
the functions, selection and use of radio 
apparatus for better reception. The 
use of each radio part is described and 
practical suggestions for recognizing 
and selecting the best material for each 
function are given. 


The Ohio Electric & Controller Com- 
pany, Cleveland, Ohio, is bringing out a 
new bulletin, No. 205, describing Ohio 
ball and sleeve bearing motors. 
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Portraying the Washer in 
Actual Operation 


To replace the display of the “Tur- 
bax” washer itself in continuous 
operation, the Freed -Eisemann 
Radio Corporation, Brooklyn, N. Y., 
has designed a window cut-out 
illustrating the washer in actual 
use, showing the position of the 
washer in the tub, the agitation of 
the water producing washing action 
and the convenient location of the 
switch. 
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Colorful Tag Adds 
Holiday Touch 
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For use as a display piece with 
its Tungar battery chargers, the 
General Electric Company has de- 
signed this Christmas tag which 
is about 7 in. long. The tag is 
very colorful with its bright red 
berries and green leaves. The first 
letter of “Merry” and “Christmas” 
and the narrow border are in red. 





The Arrow Electric Company, Hart- 
ford, Conn., has a giant, wall hanger on 
its line of interchangeable porcelain 
fittings. All the various items making 
up this line are pictured, as well as the 
complete brackets and ceiling units 
assembled from these fittings. 


The Lamson Company, Syracuse, 
N. Y., has issued new printed matter on 
its “Ice Maid” refrigeration equipment. 
There is also available a number of 
newspaper advertisements effectively 
setting forth the convenience of elec- 
tric refrigeration in the home. 


The McGill Manufacturing Company, 
Valparaiso, Ind., has a new catalog in 
which is listed the complete line of 
McGill specialties for industrial, com- 
mercial, residential and workshop in- 
stallations. 


The Laco-Philips Company, 131 
Hudson Street, New York City, has 
reproduced in color in a new catalog 
its “Laco Colorlites.” The catalog con- 
tains twenty-four pages, depicting the 
unlimited field for painting with light. 


The Edison Lamp Works, Harrison, 
N. J., has issued some de luxe booklets 
entitled, “Motor Car, Garage and Dis- 
play Room Lighting,” “Lighting of the 
Metal Working Industries,” “Calcula- 
tion of the Lighting Installation,” 
“Theory and Characteristics of Mazda 
Lamps” and “Lighting of Offices and 
Drafting Rooms.” 





Exhibition Committee Plans 
N.E.L.A. Convention 


Application blanks for space and 
floor plans for the exhibition to be held 
June 4 to June 10, 1927, at Atlantic 
City in conjunction with the Fiftieth 
Convention of the National Electric 
Light Association have been prepared 
by the Exhibition Committee of the 
N.E.L.A., and will be mailed out to all 
Mass D (manufacturers) members the 
first week in November. 

The Exhibition Committee requests 
that applications be filed at Committee 
Headquarters, 29 West Thirty-ninth 
Street, New York, by December 20, to 
receive consideration in the allotment 
of space. 


Exhibition Will Open in Advance 


A new feature of the exhibition will 
be the opening on Saturday, June 4, 
at 1 o’clock, two days in advance of the 
official opening of the Convention. 
Reasons for this are given as: 


1. Many delegates to the convention arrive 
in Atlantic City on Saturday and Sunday 
morning. The registration office is open 
Saturday. ; 

2. A large number of non-convention vis- 
itors usually spend the week-end in Atlantic 
City; the Association, and the electrical 
industry as a whole, thus will profit mate- 
rially by having these visitors see the 
exhibition. 

3. The installation cost to exhibitors com- 
pleting their exhibits by Saturday noon is 
far less than when the exhibit is opened 
on Monday. This is due to excessive over- 
time for labor and service of all kinds 
which must be incurred if Saturday after- 
noon and Sunday work is required. This 
has been a very important factor in influ- 
encing the committee in jts decision. 

4. It is felt that the extra time added 
to the period of the exhibition should prove 
of real value to each exhibitor because it 
furnishes additional opportunity for dis- 
cussing the exhibits with delegates. In the 
past, the committee has noted complaints 
by exhibitors that the time available for 
delegates to spend in the exhibits was too 
short. This early opening it is hoped will 
remove this complaint. An ejfort is being 
made to have the special trains from the 
West arrive in Atlantic City at an earlier 
date than heretofore to give the delegates 
greater opportunity to visit the exhibits. 





Melbourne, Australia, to Have 
Electrical Exposition 


The Electrical Federation of Victoria 
(Australia) announces an all-electri- 
cal-exhibition to be held in Melbourne 
from September 10 to October 1, 1927. 

The exhibition will embrace all 
phases of the electrical industry includ- 
ing engineering, domestic appliances, 
accessories and radio. The Melbourne 
Exhibition Building with a floor space 
of approximately 100,000 square feet, 
has been booked for the occasion and 
an attendance of at least 100,000 is 
confidently anticipated. 

Australia presents a good field for 
the electrical manufacturer, the impor- 
tations from America alone for the 
year ending June 30, 1925, amounting 
to approximately, $5,500,000. 
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Conventions 
Coming 


— - 


PacIFIC COAST ELECTRICAL 
| ASSOCIATION, San Francisco, 
Calif., Dec. 2-3. 
NATIONAL ELECTRICAL 
CREDIT ASSOCIATION, Boston, 
Mass., Jan. 18. New York, 
Dec. 7. 


AMERICAN WASHING 
MACHINE MANUFACTURERS’ 
ASSOCIATION, Chicago, IIL, 
Jan. 19. 

ARTISTIC AND LIGHTING 
EQUIPMENT ASSOCIATION, 


Cleveland, Ohio, Jan. 31- 
Feb. 5. 


ELECTRICAL SUPPLY JOB- 
BERS’ ASSOCIATION, PACIFIC 
DIVISION, Del Monte, Calif., 
Jan. 27-29. 


NATIONAL ELECTRICAL 
MANUFACTURERS’ ASSOCIA- 
TION, New York, Jan. 17-21. 




















The Graybar Electric Company announces 
the opening of its fifty-ninth distributing 
house, located at Dayton, Ohio. 

The new Dayton sales and warehouse 
branch will be in charge of Clem H. Dodt, 
sales manager, who will report to A. R. 
Loughborough, Graybar sales manager at 
Cincinnati. 

J. H. Bunnell & Company, Inc., announces 
the removal of its factory location to new 
and larger quarters at Pearl and Prospect 
Streets, Brooklyn, N. Y. The main office 
and warehouse will continue to be located 
at 32 Park Place, New York City. 





Vacuum Cleaner Sales 
Show Increase 
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Quarters 


Sales of cleaners for the third quarter 
of 1926 show an increase of approxi- 
mately eleven per cent over the same 
period a year ago. Sales for the first 
three quarters of 1926 as reported by 
the Vacuum Cleaner Manufacturers’ 
Association show an increase over the 
same period in 1925 of 104,406 cleaners 
or 16 per cent. Total sales three quar- 
ters 1925 were 640,914 and three quar- 
ters 1926, 745,320. 









School to Train Utility 
Salesmen 


The principal work of the N. E. L. A. 
Commercial Cooking Committee this 
year will be the beginning of a commer- 
cial cooking school, starting in the early 
spring. Letters will be sent to the 
executives of power companies through- 
out the country requesting them to 
select men from their companies to 
attend this school who have _ been 
trained in the selling branch of the 
business with some technical knowledge, 
and who will, therefore, be in a position 
to best develop commercial cooking 
sales. 

The Committee prefers to have men 
who expect to remain with the power 
company industry and to follow this 
work through; whether they handle: 
domestic appliances, ranges, or heating 
in conjunction with heavy duty cooking 
does not really matter. 

In this school will be taught princi- 
ples and methods of procedure, how 


this equipment is operated, cost of 


operation, and layout plans for hotels, 


clubs and bake shops. The architects’ 


and prospects’ view point will be 
brought out and the experiences of the 
power companies in the use of this 
equipment; also power consumption 
data and points relative to the manu- 
facture of this equipment. 

The commercial cooking committee 
will send these students back home with 
a very thorough knowledge of commer- 


cial cooking, or at least as thorough a. 


knowledge as the time allotted. 





Gifts Show Philadelphia 
Feb. 28 


The International Art and Gift Exhi- 
bit, Inc., with executive offices at the 
Benjamin Franklin Hotel, Philadelphia, 
announces its Spring exhibit at the 
Benjamin Franklin, February 28 to 
March 5. George S. Winner, president 
of the Verna Mae Manufacturing Com- 
pany, is managing director of the show. 
This Spring exhibit is receiving wide 
publicity and plans are under way to 
make it an outstanding success to 
exhibitors and buyers. 





E. 8S, Ridgway, General Sales Manager 
of the Electric Household Utilities Corp., 
Chicago, Ill., has announced the following 
appointments in company personnel: Frank 
J. Simpson, assistant to sales manager in 
charge of jobbing territories exclusive of 
those under branch office jurisdiction; 
Frank L. Johnson, assistant to sales man- 
ager in charge of open territories exclusive 
of those under branch office jurisdiction; 
C. A. Gustafson, assistant to sales man- 
ager in charge of contact with branch 
offices, Thor shops and foreign sales; Jane 
Erickson, assistant to sales manager in 
charge of sales promotion; J. F. Mc- 
Manemin, advertising manager; D. S. 
Passmore, manager, statistical department. 


The Simplex Wire & Cable Co., announces 
the removal of its Saint Augustine office 
to the Barnett National Bank Building, 
Jacksonville, Florida. Miss F. H. Pettee 
continues as Florida manager. 
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A. H. Jaeger Becomes Secre- 
tary of Leonard Refrigerator 
Company 


August H. Jaeger has just been 
elected to the office of secretary of the 
largest refrigerator manufacturer in 
the world-—the Leonard Refrigerator 
Company, Grand Rapids, Michigan— 
which is a division of the Electric 
Refrigeration Corporation. 

Mr. Jaeger came to the Leonard 
Refrigerator Company as _ assistant 
sales manager about a year ago, being 
later made sales manager, which office 
he retains with the secretaryship of 
the company. 

Prior to his connection with the Leon- 
ard Refrigerator Company he was, for 
four years, manager of the appliance 
division of the Edison Electric Appli- 
ance Company- 





Commonwealth Edison Pro- 
motes G. S. Howland 


G. S. Howland, for ten years in the 
retail merchandising department of the 
Commonwealth Edison Company, Chi- 
cago, Ill., and of recent years superin- 
tendent of appliance sales of the Elec- 
tric Shops, has been promoted to the 
position of assistant to the general 
manager of electric shops of this large 
utility. 

Mr. Howland takes the position re- 
cently vacated by Henry G. Kobick 
who is now the general manager of the 
Chicago office of the Kelvinator Com- 
pany, Inc. 





Service Appliance Company 
Opens in New Jersey 

After a phenomenal growth in New 
York, Massachusetts and Pennsylvania, 
the Service Appliance Company retail- 
ers of major electrical appliances has 
opened its first New Jersey store at 
Paterson under the supervision of 
F. H. Ives, assistant general manager 
and F. R. Ewing, division manager. 

Other stores will be opened immedi- 
ately in Hackensack and Bloomfield. 
This company of which L. F. Cass is 
the president is said to have now more 
than one hundred stores with some 1,300 
employees selling electric washers, 
cleaners and other home appliances. 





Etheridge Now Sales Manager 
American Flyer 


Announcement is made of the ap- 
pointment of W. S. Etheridge, sales 
manager of the electrical division of the 
American Flyer Manufacturing Com- 
pany of Chicago. “Big Bill” comes to 
American Flyer from the Hamilton 
Beach Manufacturing Company of 
Racine, Wisconsin, of which company 
he was general sales manager. 





Clarence R. Hunt, Pacific Coast man- 
ager, The Robbins & Myers Co., with head- 
quarters at San Francisco has been ap- 
pointed assistant sales manager, fan motor 
department and has taken up his duties at 
the Factory, Springfield, Ohio. Mr. Hunt 
went to the Pacific Coast in 1915 and was 
in charge of the Robbins & Myers Com- 
Pany Exhibit at the Panama Pacific In- 
ternational Exposition in San Francisco. 
At the close of the Exposition he opened 
the San Francisco office, and remained 
there up to the time of the recent transfer. 





ELECTRICAL MERCHANDISING 

















August H. Jaeger has just been elected 
secretary of the Leonard Refrigera- 
tor Company of Grand Rapids. He 
also retains his responsibilities of 
sales manager. 





Gerard Swope Speaks at 
A.B.P. Dinner 


At the annual dinner of the Asso- 
ciated Business Papers, Inc., and na- 
tional conference of business paper 
editors held at the Hotel Astor, New 
York, on the evening of Nov. 10, with 
three hundred in attendance, Gerard 
Swope, president both of the General 
Electric Company and the National 
Electrical Manufacturers’ Association, 
spoke on “The Responsibilities of 
Modern Industries,” dwelling on these 
as they concern, first, the industry 
itself; second, the public; third, the em- 
ployee, and last, the shareholder. Mr. 
Swope praised the business papers for 
their part as interpreters and counsel- 
ors in the formulation of high indus- 
trial standards. 





Sanborn Opens Eastern 
Company 


The Sanborn Electric Company of 
Indianapolis has incorporated the San- 
born Electric Company of Montauk, 
Inc. with principal offices at Montauk, 
Long Island, for the purpose of carry- 
ing on work in that section of the 
country. 

The officers of the company are G. M. 
Sanborn, president, O. F. Wadleigh, 
secretary and W. H. Morton, treasurer. 





The Appleton Electric Company, 1701-13 
Wellington Avenue, Chicago, Ill., has under 
construction a new concrete addition to its 
plant, This new addition will contain 
100,000 sq.ft., of floor space and is being 
built immediately adjoining the _ present 
building which was erected in 1921. 


The New London Lighting Fixture Com- 
pany has recently opened new show rooms 
at 86 Bank Street, New London, Conn. The 
new show rooms are built in the form of 
individual booths, showing a complete line 
of lighting fixtures, table lamps and light- 
ing accessories. There are about 250 out- 
lets. Samuel Chertoff, owner of the com- 
pany, is -responsible for the layout and 
arrangement of the new quarters. 
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Electric Sign Manufacturers 
Organize Under S.E.D. Market 
Development Plan 


The board of directors, appointed by 
W. W. Freeman, president of The Soci- 
ety for Electrical Development, to spon- 
sor and direct the Electrical Advertis- 
ing Co-operative Market Development 
Program (commercial electric signs, 
spectacular electric displays, illumi- 
nated poster panels or painted bulletins, 
traffic signals, and directional signs), 
meeting at the headquarters of the soci- 
ety, October 25, 1926, are among the 
first to complete their organization 
plans in accordance with the specifica- 
tions laid down in the Market Develop- 
ment Plan, and of getting their activ- 
ity definitely under way. 

At a previous meeting held on July 
29 it was decided to postpone final 
approval of the copy for the Plan Book 
submitted at that time, pending receipt 
of reports by subcommittees covering: 

1—Survey of the potential market. 

2—Local sales plan. 
3—Recommended basis of member- 
ship. 

These reports, which such modifica- 
tions and changes as recommended by 
the committee, were received and ap- 
proved, and will be embodied in the 
Plan Book, which will now be prepared 
in its final and completed form for 
approval by the committee before print- 
ing. As soon as ready, the Plan Book, 
together with membership application 
blank, will be sent to all concerns in the 
industry with the recommended basis 
for estimating subscriptions. 

The personnel of the board of direc- 
tors includes: 


O. D. Ziegler, (chairman, Reynolds Elec- 
tric Co., Chicago, IIl.). 


Commercial Group: James M. Gilchrist, 
Federal Electric Co., Chicago, Tll.: P. D. 
Howse, Electrical Products Corp., Taos 


Angeles, Cal.; H. G. Russell, Opalume Sign 
System, Battle Creek, Mich.; R. R. Wiley, 
Flexlume Sign Corp., Buffalo, N. Y. 

Outdoor and Display Group: Herbert 
Fisk, General Outdoor Avertising Co., New 
York, N. Y.;: George W. Kleiser, Foster & 
Kleiser, San Francisco, Cal.; Harry C. Mac- 
donald, Walker & Co., Detroit, Mich. 

Indoor Group: ¥.. 14 Strauss, Viking Prod- 
ucts Corp., New York, N. Y. 

Accessory Group: FE. C. White, The Tork 
Company, New York, N. Y. 

Lamp Group: F. M. Beach, Westinghouse 


Lamp Works, New York. N. Y.: H. H 
Magdsick, National Lamp Works, Cleveland, 
Ohio; E. E. Potter, Edison Lamp Works, 
Harrison, N. J. 

Central Station Group: W. T. Blackwell, 
Public Service Elec. & Gas Co., Newark, 
Y. J.; Julius Daniels, Edison Electric Ilg. 


Co. of Boston, Boston, Mass.: H. W. Derry, 
Union Gas & Electric Co., Cincinnati, Ohio; 
Oliver Hogue, Commonwealth Edison Co., 
Chicago, Tl. 

The sub-committee preparing a sur- 
vey of the potential market consisted 
of the members of the Lamp Group, 
with E. E. Potter as chairman. 

The sub-committee preparing the 
local sales plan consists of Mr. Derry, 
as chairman, together with members 
of the Central Station group. 

The sub-committee preparing the 
recommended basis of membership and 
serving also in connection with all mat- 
ters pertaining to membership consists 
of Mr. Fisk, as chairman, together with 
Messrs. Gilchrist, Macdonald, Wiley, 
Ziegler, Russell and Strauss. 

T. F. Chantler of the Society’s staff 
was duly accepted by the Committee 
to act as supervisor. 
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A big Xmas 
campaign 
is on now 


1 page in The 

Saturday Evening Post 
page in Good 
Housekeeping 


— 


1 page in Liberty 

1 page in Sunset 

4 page in Ladies’ Home 
Journal 

4 page in Woman’s 
Home Companion 

', page in Pictorial 
Review 

“+ 45+: 

Lots of Xmas material for 

your use. 

Xmas folders for mailing and 

counters. 





Xmas car cards, counter cards, 
window cards. 
Xmas window displays. 




















Send for your share of wi 
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On" Xmas 
Gift Lists” 
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— everywhere 


Every year Xmas sales on Premier Duplex get 


bigger. More and more husbands give them 
to “Wife.” More and more families give them 


to “Mother.” 


The Premier is fast becoming 


the most popular item on the Xmas list. Just 
keep the cleaners where folks can see them— 
tie in with the nationwide Xmas-gift advertis- 
ing campaign—and make use of the Xmas 
sales material. And watch your sales flare up. 


l 


write or wire today for the details of the 


If you are not already a Premier Duplex | 


valuable franchise. 





upije 
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ELECTRIC VACUUM CLEANER 








CO,,, Inc: 








CLEVELAND, OHIO 








Manufactured and distributed in Canada by 
the Premier Vacuum Cleaner Company, 


Ltd., Toronto, 
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Action on Rates Recom- 
mended by Commercial 
Section 


The committee meetings held by the 
Commercial National Section of the 
National Electric Light Association at 
the Edgewater Beach Hotel in Chicago 
on Nov. 3, 4, and 5 evidenced a large 
measure of enthusiasm and energy due 
to awakened appreciation of the im- 
portance of commercial departments in 
central-station companies. The domes- 
tic load as a prime factor in central- 
station prosperity was emphasized at 
these meetings, and general opinion 
pointed toward the necessity for a 
revision of domestic rates. 

Discussion on domestic electric cook- 
ing brought out the information that 
the range report of last May had so 
revivified the range business that more 
than 20 per cent of the 500,000 ranges 
now in use had been put on the lines 
in 1926. General merchandising came 
up for consideration, and one commit- 
teeman averred that central stations 
might profitably encourage the develop- 
ment of a wider diversity of appliances. 

The fact book of the industrial light- 
ing committee, explaining sales organ- 
ization, campaigns, advertising and 
prize contests, will be out about Dec. 1 
in an issue of 10,000 copies available 
to central stations, contractors and 
manufacturers. The competitive power 
committee considered ways and means 
for coping with the competition against 
central-station service by oil engines 
and bleeder-type turbines. 

Because of the rapid developments 
and the changes in the methods of han- 
dling electric refrigeration business, 
the committee on this subject outlined 
for itself a program by which the in- 
dustry would be kept informed by 
means of notices mailed out to mem- 
bers of the publication of refrigeration 
material in the technical press. Pro- 
motional rates for the encouragement 
of domestic business were the subject 
of wide diversities of opinion. The 
consensus was that the single-price 
rate should be banished, that reductions 
should be in the lower brackets, and 
that action must be taken soon. 





E. P. Gleason Manufacturing 
Company Reorganized 


Following the death of the late Elias 
Whitney, for the past twenty-two years 
proprietor of E. P. Gleason Manufac- 
turing Company, 37-39 Murray Street, 
New York, the business has been com- 
pletely reorganized and incorporated. 
The new firm will be known as E. P. 
Gleason Manufacturing Company, In- 
corporated. 

The officers of the new corporation 
are: George E. Mallinson, Pres., Perry 
Gleason, Vice-Pres., Harold C. Albert- 
son, Treasurer and General Manager 
and William G. Sherrer, Secretary. 
Both Mr. Perry Gleason and Mr. 
Sherrer are well known in the trade 
and have been associated with E. P. 
Gleason Manufacturing Company for 
more than twenty-five years. 
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The Northwest Association of Electrical 
Inspectors will hold its second annual con- 
vention at the Multnomah Hotel, Portland, 
Ore., Jan. 17 and 18, 1927, instead of at 
Longview, Wash., as originally announced 
at the last convention. Manufacturers will 
be invited to present exhibits at the hotel 
during the two-day convention. BB. 
Weber, electrical engineer, Oregon  In- 
surance Rating Bureau, Box 745, Portland, 
is secretary of the association. 


The Independent Associated Electrical 
Contractor-Dealers of New York announce 
that the twenty-third Annual Installation 
of Officers, Dinner and Dance will be held 
at the Hotel Astor, New York on Wednes- 
day evening, January 12, 1927. The com- 
mittee announced it will be the same high- 
class affair as previously held. 


James H. Betts, Inc., 1391-1395 Sedgwick 
Avenue, New York City, manufacturers of 
electrical apparatus, has issued Bulletin 
No. 102 covering the company’s lines of 
electric sign flashers, color caps, and traffic 
and industrial controllers. The last-named 
is a new development which has been re- 
cently applied to plant processes on a large 
scale. These controllers operate valves or 
other controls in definite sequence of time 
intervals, doing away with the human ele- 
ment of error and guess-work where suc- 
cessful plant operations depend upon the 
continuity of the action. The controllers 
may be so timed that their cycles may be 
fixed or varied at the option of the user. 
James H. Betts is president of the com- 
pany; R. M. Mann, vice-president; H. L. 
Betts, vice-president, and A. C. Judd, 
secretary. 


Eastern Laboratories, Ine., New York 
City, announces the appointment of R. F. 
Kinsey as the company’s first Chicago rep- 
resentative. Mr. Kinsey will cover Illinois, 
Iowa, Kansas and Minnesota. 


The Edwin F. Guth Co., announces the 
following appointments and changes in its 
sales organization: 

H. L. Woehle, formerly district man- 
ager, with headquarters at New Orleans, 
has been appointed sales manager for the 
St, Louis territory. 

W. M. Williams will succeed Mr. Woehle 
as district manager of the southern terri- 
tory with headquarters at Birmingham. 

D. C, De Lancey has been appointed 
eastern representative with headquarters 
at Philadelphia. 


J. H. Waterbury has joined the 


} : \ I : organ- 
ization of the Benjamin Electric Manu- 
facturing Company and will be in charge 


of the Benjamin 
Department. 

Mr. Waterbury was formerly in the En- 
gineering Department of the National Lamp 
Works during the period of six years. 
While there, among other accomplishments 
of note, he was the co-inventor and 
designer with Ward Harrison, of now 
popular glassteel diffuser, 


Illuminating Engineering 


the 
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New Officers Syracuse Electric 
League 


The Syracuse Electric League, Inc., 
has elected the following officers for 
1927: 

W. Brewster Hall, president; Jacob 
Heil, vice-president; E. E. Martin, 
treasurer; Harvey N. Smith, sec’y-mgr. 

Following the league’s extensive 
operations for 1926, even wider activi- 
ties are planned for 1927, with many 
active committees at work and enthu- 
siasm on the part of the membership 
running high. 





Westinghouse Enlarges Mans- 
field Plant 


A sixth floor now being added to the 
present general office building of the 
Westinghouse Electric & Manufactur- 
ing Company’s plant at Mansfield, Ohio, 
will increase floor space in that building 
8,000 sq.ft. The new quarters, ready 
for occupancy January 1, will be given 
over to executive offices, stenographic 
department, and to clerical, sales and 
engineering personnel. The new four- 
story warehouse on Wayne Street, 
Mansfield, is nearing completion and 
will be ready about March 1. On the 
completion of this new building, the 
total area of the plant will be approxi- 
mately 478,500 sq.ft. 

“Underlying the immediate cause of 
this expansion is the present prosper- 
ous state of the electrical industry,” 
reads the company’s announcement, 
“and the belief of its leaders in the 
promise of the future.” 





G. F. Hall Buys Trojan 
Washer 


The purchase of the Hogan, Spencer, 
Whitley Company, Twelfth and Rasp- 
berry Streets, makers of the Trojan 
electric washer, by George F. Hall, of 
the American Sterilizer Company, was 
recently announced. The plant was 
bought recently at receiver’s sale. The 
purchase price was not disclosed. 





Louisville Lighting Men Take a Post Graduate Course 

















Members and instructors of the first 
lighting school held under the auspices 
of the Klectric Club Co-operative Com 
mittee of Louisville, Ky. A four-day 
program covering, in an_ intensive 


manner, the entire subject of scientific 
illumination was presented with ex- 
ceedingly gratifying results, according 
to F. Sherman Vogt, managing direc- 
tor of the Electric Club of Louisville. 
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The Prospect’s Interest 
Follows the Salesman’s 
Pencil 


(Continued from page 83) 


“It was a particularly difficult case 
to close,” he explained, “in fact I 
was called in to add the finishing 
touches. Finally, the prospect said, 
‘Well, I’ll tell you what I will do, Mr. 
Long. If you will let me take that 
big white pencil of yours to sign the 
order with, I’ll take the cleaner.’ ” 


Cold Canvass—Three Each Way 


At the conclusion of the interview 
with a real live lead the salesman 
canvasses three houses each side of 
the prospect. The reason for this 
is explained by Mr. Long as follows: 

“Six cold canvasses following a 
talk with an interested prospect will 
not dishearten a salesman. Further- 
more, the salesman has the name of 
the prospect to use. It is safe to as- 
sume that the ladies living either side 
of this prospect are acquainted with 
her so the salesman can say, ‘I have 
just been talking with Mrs. Jones 
who is very much interested in one 
of our cleaners’ or, ‘Mrs. Jones has 
just this moment signed an order for 
one of our cleaners, and I know that 
you will be interested in seeing the 
kind of a cleaner she is going to 
use.” 

The result of this system of tele- 
phone prospects plus other real pros- 
pects developed by the salesmen and 
the “three each way” cold canvass 
means that a salesman is busy all 
day long with definite places to go 
and definite things to say when he 
gets there. 

Here’s how the pad is used during 
the demonstration: Let’s take the 
washing machine, for example. As 
every live salesman knows, there are 
at least seven factors to consider in 
giving the complete demonstration: 
The washing materials, the clothes, 
the method of handling, the time 
factor, the washing, rinsing and 
wringing operations. 

As the demonstration progresses, 
the salesman jots down on the pad 
the outstanding features of each of 
these steps. He writes down the 
amount of soap used, the tempera- 
ture of the water, the time the wash- 
ing was started, the number of pieces 
or the weight of the clothes, the man- 
ner in which they should be placed 
in the washer, the purpose of the 
various control levers, the amount of 
time it takes to put a batch of clothes 
through the wringer, and so forth. 
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Just a few words or a fact or a 
figure for each item suffices. These 
little yellow memorandums are left 
with the prospect. In case she buys 
the machine, they are an invaluable 
aid to her during the first two or 
three washings. In case she does not 
purchase, they serve as a constant re- 
minder to her that she is overlooking 
a good opportunity to save both time 
and money. 

When the writer first met Mr. 
Long he was busily at work with his 
favorite pad and pencil giving the 
general manager of the Wisconsin 
Gas & Electric Company an idea for 
increasing sales. This is the fifth 
and last usage suggested by Mr. Long 
for the big white pencil and the little 
yellow pad. Perhaps, after all, it is 
the most necessary of them all. Cer- 
tain it is that Long has the whole- 
hearted support and backing of his 
chief and the respect of his subor- 
dinates “without which no real sell- 
ing progress can be made,” he says. 

“Our company sold 1,250 vacuum 
cleaners in ;seven months in this 
town of 65,000 population!” this gen- 
eral manager exclaimed, “and if a big 
white pencil and a little yellow pad 
are at the bottom of this record, 
more power to them. Long can use 
baby blue paper and write with a 
broom for all I care if it is going to 
get results. And, ‘putting it down on 
paper’ has certainly done all of that 
in this instance,” he concluded. 





Electric Refrigeration: 
Status Shown by 
Nation-Wide Survey 
(Continued from page 79) 


eighteen months’ payment period, 
with proportionate carrying charges. 
Payment period extended to 24 
months with no extra carrying 
charge during campaigns. 

6. Twenty per cent down payment 
with twelve months to pay. Thirteen 
and one-half per cent chargé for car- 
rying account. 

A summary of the length of time 
payments by refrigerator dealers 
shows a range from ten months to 
as long as 36 months. The most 
popular terms are from twelve to 
eighteen months. Whatever time is 
given for payment, it is the unani- 
mous opinion of the successful deal- 
ers that a substantial first payment 
be made—at least enough to cover 
the cost of installation. The unsuc- 
cessful experiences of several com- 
mercial managers in giving too lib- 
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eral free trials and payment periods 
may be taken as a warning that 
conservatism is needed in payment 
policies. 

A variety of methods are used in 
financing time payments. The power 
companies almost without exception 
are providing their own capital for 
this purpose. Out of 220 other deal- 
ers 81 are financing their time pay- 
ments through the manufacturer and 
the remainder are using one of the 
following methods: Distributor, local 
bank, finance corporation (local or 
national), central-station company 
or themselves. The number using 
the manufacturer’s financial plan 
appears smaller than might be ex- 
pected, but this was explained by 
several dealers in the statement that 
use of the manufacturer’s plan was 
too slow and expensive, as it usually 
required 60 days to get the money 
on the paper and it could be done 
better through some local finance 
company. 


Manufacturer-Distributor-Dealer 
Relations 


The ever-present question of 
discount or lack of it is uppermost 
in the minds of many retailers. 
Many factors, such as manufactur- 
er’s advertising, installation and 
service assistance, act at variables in 
the discount received by dealers. Dis- 
counts reported range from as low 
as 10 per cent to dealers acting 
merely as agents to as high as 45 
per cent. A little more than one- 
third of the dealers interviewed con- 
sider the discount satisfactory or 
“good”; almost one-half of the deal- 
ers viewed their discount as “fair’’ 
or qualified it with the statement 
that they were about breaking even 
or as yet there is no profit in the 
business,. and about one-fifth em- 
phatically declared that the discount 
was too low. 

Among central-station companies 
there was almost unanimous opinion 
that so far there has been no mer- 
chandising profit, but this is accepted 
as part of the pioneering cost. Power 
companies feel that where they carry 
stocks, do all the selling, advertising, 
installation and servicing, a discount 
of 40 per cent is the minimum and 
5 per cent more would be desirable. 
Other power companies operating on 
a 30 per cent discount but receiving 
considerable free sales, advertising 
and service assistance from the 
manufacturer or his distributor find 
that this assistance compensates for 
the smaller discount. 
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Above is the X-Ray No. 900 Giant 
Reflector. This powerful unit is de- 
signed for use with the most efficient 
500 or 300-watt Mazda lamp. The 
Giant is for use in large deep win- 
dows with high trim, while its part- 
ner, the Leviathan No. 910, is for use 
in large shallow windows. Mogul 
sockets are included with both. 


CURTIS LIGHTING, Inc. 


1119 West Jackson Boulevard 


31 West Forty-Sixth Street, CHICAGO 


New York 
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One of the biggest 
factors in retail selling 
today is the display 
window. The problem 
of creating more sales 
through the pulling- 
power of the well-lighted 
show window is of vital im- 
portance now more than ever 
before. 














X-Ray Super-lighting is the solution of 
that problem! High-intensity illumina- 
tion is universally accepted in display 
circles as a forceful way to put across 
the sales message in the show window. 
















Merchants need 
and want SUPER- 
lighting—help 
them get it! 


The Hippo 
No. 88 Window 
floodlighte 


shown above, 
supplements the 
Super-lighting 
show window 
reflectors. This 
unit is used to 
emphasize with 
high-lights any 
definite object 
orgrouping 


display. 


3113 West Sixth Street, 
Los Angeles 
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Get Your Stock 
for Xmas Trade! 


Eco-Lite Electric 
Flashlight Lantern 


(a 


Retail Price 


Complete with Battery 
and Bu 


§ 4:20 


















for 


Farmers 
Automobilists 


Campers 





Hunters 
Householders 
Railroad Men 
Factories 

Oil Fields 
Refineries 
Filling Stations 
Firemen 
Watchmen 
Storekeepers 
Dairymen 
Poultrymen 
Summer Homes 


Good Bye Oil Lanterns! 


This new invention, the ECO-LITE Flashlight Lantern, 
is taking the country by storm. Safe, efficient, durable! 
Costs conservatively one-half as much to maintain as a 3 
dry cell flashlight! Takes the place of an oil lantern 
electric flashlight and electric lantern using No. 6 dry cells. 
Has combination flasher button and sliding switch. Throws 
a strong light more than 250 feet. 


Gives 60 to 80 Hours 


Of Intermittent Burning Service 
Weight complete, 21% lbs. 
diameter. 
lacquer. 
The ECO-LITE makes an ideal gift. 
for Xmas trade. 


Height, 11 in., base, 6 in. 
Handsomely finished in leaf green crystallized 


Order at least six 
Note the liberal discount. 


Use the Coupon or Wire Your Order 





ECONOMY ELECTRIC LANTERN CO., 
227-R Machinery Hall, 549 W. Washington Blvd., Chicago. 


. 
s 
. 
s 
s 
s 
[) Send me six $4.20 ECO-LITE Flashlight Lanterns at special price of : 
$16.80. Hy 
(J Send me descriptive folder, also quantity prices, : 
. 
PU Sait shih whles GIRGSS Candee ec kasencwhe : 
SGsan Reales aie wins erates . 
* 
RNS sia knek du bh Sbkahint iu ssieatesaaisingeusaiiaesocek een * 
. 
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for 
Central 


Stations 


ET us 
lamps that central sta- 
tions in leading cities are 
selling in volume. Work- 
manship and finish of the 
Priced attractively. 
Lamp illustrated is one of 


best. 


the most 


Station numbers. 


Let us quote. 


show you the 


popular Central 





Artcraft Iron Works, Inc. 
2 East 23rd St., cor. Broadway, New York 


Room 310 


Telephone Caledonia 7986 
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Satsuma 
Lamps in 
Variety 


This is one of 
many carried 
in stock, a 
very popular 
Kwan Non, 
the goddess 
of mercy, 
who is 
depicted in 
raised gold 
on the dark 
brown body 
of the 
Satsuma 
Lamp Base 
illustrated. 










a a 


Besides 
Satsuma, we 
have bronze, 
lustre vase 
lamps, etc., at 
moderate 


prices. 


Send for 


New Christmas 


Catalog 


‘Taiyo Trading Go. Ins, 


= 10) FIFTH AVENUE 
NEW YORK 


New England Rep.—N. Masuda Co., 99 Bedford St., Boston. 


IMPORTERS OF 


Japanese Good's, °°’ 


W. MADISON STREET 


CHICAGO 
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Central Station Lamps 


These lamps have sold well wherever they have 
been shown. Order by number and shipment will 
be made same day order is received. Display them 
to attract Xmas Shoppers. 






No. 21—Authentic 


reproduction of old 
whale-oil lamp, in 
green, crystal or 


amber. Shade No, 
10832, hand-peaint- 
ed colonial sailing 
vessel — _ patented 
process linen. 

Complete $54.00 
per dozen. 









No. 410 





Popu- 
lar mottled-green 










; ; Our Italian Pottery Lamps with Linen 
No. 185—Very at- base—2  light— 

tractive Boudoir 16-in. mohair Shades complete at $9.25, are good 
Lamp—17 in. over- shade No. 16R58 Central Station sellers. Shades de- 
all — 1. light-cast Complete signed to match bases. The bases are 
netal mounting fin- ae 


ee $72.00 a dozen. The shades are 
$14.50 $39.00 a dozen. 


ished in gold. Base 
in solid cogrs 
black, azure blue, 
yellow and burnt 
orange, 1l1l-in mo- 
hair shade No. 
11R56. Compete. 
$7.00 each or 


$78.00 per doz- 
en. asst. colors. 











, 
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- 
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Immediate delivery. 


Ludlow & Minor, Inc. 
Manufacturers and Importers 


240 W. 23d St., New York 








DEPENDABLE VALUES 


Are assured in every phase of the practical 


design and sturdy construction of the | 
FARIES line. | 


No, 1012 


‘The general adaptability and wide range of 
usefulness embodied in FARIES products 
are parallel to their natural advantage in 
quick and certain sales and profits. 





The numerous exclusive FARIES features 
are patented, thus securely establishing a 
permanent, standard quality, free from in- 
ferior and unsatisfactory imitations. 


Write today 
for illustrated 
Catalog No. 
E-M 12 with 
prices. 
Early orders assure a ready stock 


FARIES 


MANUFACTURING COMPANY 
| Decatur, Ill, U. S. A. | 
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The Development of Electrical . 
Appliances hair 


N THE editorial columns of the ELECTRICAL WoRLD ; 7 
the suggestion was recently offered that a national —an editorial a 
appliance laboratory be established for the purpose of 


, 
testing and approving electrical appliances. Such a Jas? WEOKY 1556 
laboratory would indeed be a powerful influence toward cl 
the development of electrical appliances along lines - ; A 
which would insure the greatest satisfaction to the user. bfectrizal Wort 


Its analyses would undoubtedly keep out of the central- 
station-company merchandise departments appliances 
with cheap cords, faulty connections and other features 
of improper construction. It could also furnish to the 
central-station companies reputable and reliable figures 
as to the energy consumption of appliances under av- 
erage conditions of use and the basic data with which 
to demonstrate to the public the over-all economy of 
electrical conveniences. 

Another function which might be exceedingly useful 
would be the development of new lines of electrical 
devices. Those who are familiar with the activities of 
the refrigeration committee of the Commercial Section 
of the National Electric Light Association over a num- 
ber of years past will quickly recognize the tremendous § 
usefulness such laboratory would have possessed had : 
it been available during the period of the most rapid 
development of the domestic electric refrigerator. A § 
device that is perhaps in somewhat the same stage : 
today that the eléctric refrigerator was in a few years 
ago is the motor-driven oil burner for house-heating 
purposes. Literally hundreds of these are being placed 
on the market, and the central-station sales manager 
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ELECTRICAL WORLD 








who considers taking on the sale of such a line of ap- & [E55 eal 
paratus is immediately confronted with dozens of claims § aacity "© be followed ty e830 deans td 
for superior construction, economy of installation and ff / i jt. 
operation. ‘ Z ” ~_ Electrical Appl his from. the 
i. Here is an opportunity for the newly awakened con- § / SEVERAL of the ge rary? Pliance Electracal World 
j sciousness of the commercial men of the N.E.L.A. to i’ cad that tne ate exerted pnattt ‘ a 
put into tangible form a co-operative undertaking which facturers have, level, _ a 
would be of distinct assistance to the industry in mold- an i ie — rte 


r 
° . ° a ith ed, 
} ing its development along the proper lines. These lead tone? And poorly UeF® have ent 











8 to improv, forceg, 
necessary Prove Quality jn ca 
e: 


ano AS We sald/astweek => 


For years E.T.L. 
has been urging 
the industry to 








KNOW 


—by test 
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The Graybar quality 
tag — under which 
60,000 electrical 
supplies are shipped. 








CA mid-night sun for everybody 


Only a fortunate few have ever seen of experience in the electrical field. 
the Midnight Sun. But electric light- As successor to the Supply Depart- 
ing fixtures from Graybar bring to all ment of Western Electric, Graybar 
of us shining substitutes forthelightot contributes a nation-wide service in 
the sun—at any hour’round the clock. the efficient distribution of electrical 

Well selected lighting fixtures, like supplies, firmly established on a struc- 
any of Graybar’s 60,000 other electri- ture of distributing warehouses in 59 
cal supplies, are backed by 56 years principal cities. 


Offices in 59 principal cities. Executive Offices: 100 East 42nd Street, New York City 
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iyourget yours 


The new Moe-Bridges Catalog Sales Book has been 
sent toall Lighting Equipment Dealers on our List. 


It’s busy right now, helping them sell more and 
better Lighting Equipment—profitably. 


Fixtures and Lamps are reproduced in their actual 


colors—no guesswork as to“how it’s going to look” 
after you get it! 


The many unusual features incorporated in this 
book, will help the Moe-Bridges Dealer establish 


himself as the most successful in his community. 


If you have not received a copy of this book, a 
request on your own letterhead will bring it to you. 


MOE-BRIDGES COMPANY, MILWAUKEE 


NEW YORK MINNEAPOLIS LOS ANGELES 
DETROIT KANSAS CITY SAN FRANCISCO 
ST. LOUIS DALLAS ORLANDO 


OF? BRIDGE 


p Residential & Commercial a, 
Lighting Equipment. 


Decbrate with Artistic Lighting Equipment 


Vol. 36, No. 6 
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The Picture Shows Why GuthLite 


less Illumination 


Brings In 
Profitable Orders 
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Study the wonderful illumination of this store. Note the 
absence of shadows. No glaring reflections from polished 
surfaces. The photo was taken entirely by the illumina- 
tion from GuthLites, spaced the average distance apart, 


and is unretouched. 


entiened: J. Ue 
prvention MF i 


GuthLite gives a flood of diffused, controlled light. Ad- 
justable reflector controls the rays vertically and horizon- 
tally. Wide light distribution. Write for the GuthLite 
Exclusive Sales Proposition and literature. 


The FOWIN EF. Guiria COMPANY 


DESIGNERS-ENGINEERS-MANUFACTURERS 
Lighting Equipment 


ST.LOUIS. USA. 


GUTH LITE 


Super-Illuminator 


+ine 
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New prices 
effective Nov. Ist 


and quick to install. 





The 


More candle power on the work- 


FULL-O-LITE “GO-GETTER” SCREW TYPE HANGER—Quality and 


price comparable to “Chevrolet.” A well-designed, sturdy hanger of standard type. 


FULL-O-LITE Canopy Construction (patent in connecting canopy and holder. FULL-O- 


) applied for) used on Safety Screwless and 
/ “Premier” Hangers. Fits any type ceiling out- requirements. Wires are attached but not 


let without adjusting stems and nipples. Saves _ installed in the holder. The installer wires the 
ONE-THIRD of installation time. 


FULL-O-LITE Chain is furnished with open attached to receptacle when so ordered. 
link at each end. No chain pliers necessary Write us for complete details. 


FULL-O-LITE COMPANY, INC. 


LITE Special Receptacle meets all Labor Union 


hanger in a jiffy. Furnished with wires not 


Manufacturers and Lighting Engineers 
71 MURRAY STREET, NEW YORK CITY 








PPRADAUA EDEL OODREGU DED LAD OOREER HO REEBESEEEDOEOEE FRET _- 


tnerneatett 
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Use This 
Display For 
Christmas 
Sales 


Ten Regulators are 

mounted on a hand- 
some counter card requiring only 6 x 12 
inches of space. When one card is 
empty, simply set up another already 
filled. No trouble at all (Standard 
packages, 50 or 100.) 


The finest light saver for 
halls, bathrooms, — bed- 
rooms, etc. Also a great 
convenience. A good gift 
item for practical buyers. 


Write for full particulars. 


Anylite Electric 


Company 
Fort Wayne, 
Indiana 


TOUT 


PTTTITITITINIT WAL ih 


TE AUOUUEDUNEDUNNODESUUNEDUUOLUENLONEOSOEOUUOSOOUEEUEEUOEEEUEE TELE EETEA LL’ 
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Zellac coverage 
means Economy in 
your production— 


whether you use Zeller lacquers or Zeller lacquer- 
enamels—in either the spray or dip or brush grades. 
Electrical fixture and appliance manufacturers using Zellac 
know, with complete satisfaction, that savings due to the 
unparalleled covering qualities of Zellac can be definitely 
figured in Production Dollars, which are just as big as 
Sales Dollars. 

This is not a “new” fact! It was the power of Zellac to 
cover the job that helped establish the Zeller tradition of 


two generations ago. And Zeller standards are at your 
service today—for the asking. 


ZELLER LACQUER MFG. CO. 
ZELLER BUILDING 20 East 49th St., New York 


Stockrooms and Offices at 








CHICAGO: 551 W. Lake Street 
Los ANGELES: 786 Ceres Avenue 
SAN FRANCISCO: 67 Steuart Street 4 E L LAL 
DBNVER: Ormor Sales & Supply Co., 


1428 Court Place, Distributors, 


eee 












Vol. 36, No. 6 


The new FULL-O-LITE line meets 
every pocketbook— 


Now complete, the FULL-O-LITE line of hangers for com- 
mercial and industrial lighting represents a price range 


comparable to the General Motors line of cars. Consider 
these features: 


FULL-O-LITE PATENTED SAFETY SCREWLESS REFLECTING 
HANGER— Quality and price comparable to General Motors “Cadillac.” 
simplest and safest hanger made. Easiest to install. 
ing plane. Dust-proof and bug-proof. 


FULL-O-LITE “PREMIER” SEMI-SCREWLESS HANGER—Quality 


and price comparable to “Buick.” Safer and superior to screw type holders. Simple 
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Nimble Numbers 





D 





LASSWARE is sold by the eve-full, not 

by the piece or the dozen, not by price 

or salesmanship. Show your customer a design 
that “hits ’em in the eye” and the sale is made. 


That’s the big point to watch in your buying. 


Popularity, up-to-daténess, sales appeal, 

cash-register reaction, are found in 

the new designs of lighting glass- 

ware we have prepared for 
your profit in 


1927 


Vn. aad 






/[P 


don’t select those good, old, prewar designs 
that were popular in the days of the carbon 
filament lamp. No, sir! The money-making 
merchants select glass designs with zip, snap 
and salability. They measure their profits 
by the cash register, not the discount sheet. 











Merchants who make real money selling 


They buy Consolidated’s nimble numbers 
lighting glassware, don’t buy on price—they 


numbers that se//. 


Send for Catalog ae 


CONSOLIDATED 


LAMP & GLASS COMPANY «. CORAOPOLIS, PA. 








142 ELECTRICAL MERCHANDISING Vol. 36, No. 6 











If you were buyer— 
what would you demand? 


Design No. 2067 with G. E. Form 18 Novalux Lantern. 


UPPOSE you were a retail merchant— 
UNION METAL considering show case lighting. What 
in 
EXTERIOR LIGHTING FIXTURES would you demand! 
Entrance Standards -- Brackets --Newels Surely you'd want efficiency—low initial 
’ cost—and low maintenance. All right— 
s Money For You. rae 
Here “4 DAY-BRITE will give you all three. The a 
With the growing demand for entrance stand- porcelain enameled steel lining in DAY- Le 
ards, brackets and newels, there is a real oppor- BRITES is th flecti > 
tunity for dealers and contractors to “cash in” is the permanent reflecting sur- 
on this business. It is not necessary to carry a face. It will not tarnish, crack, chip or 


stock. Orders are sold on architects’ specifi- peel from age or heat. This long-wearing 
cations. 


sit iia 5 inal thie enamel confirms the low maintenance 
‘heck over the number of exterior lig - ‘ ; 
tures on residences, public buildings, bridges, argument—besides DAY-BRITES require 


etc., in your territory. You can obtain this busi- minimum wattage for best results. 
ness. Just send for Catalog No. 54 and our 
best sales proposition. Now remember—you’re still the buyer— 


iene ties you can buy DAY-BRITE Reflectors com- 
prt os ae emc g pletely assembled and UNION WIRED— 
Chicago Office—230 South Clark Street ready to slip into the show cases. 


Design No. 960—small size Suspended 
TALK em | 


Octagonal Lantern. 
they’re worth talking about 


on a 2 

















Send for Descriptive Catalogue. 


Catalogue EM-6 makes it easy to bring profits 
to your business. It illustrates display lighting 
for all interior work. DAY-BRITE is the easy 
line to sell. 


—oAY- BRite 


REFLECTOR COMPANY 
703 S. Broadway, St. Louis, Mo. a 
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Electrical 


merchants praise 
EVEREADY 
FLASHLIGHTS 


as profit-builders 


“WE HAVE sold all makes of flashlights, 
flashlight batteries, dry cells and ‘B’ batter- 
ies, but during the past year have specialized 
on Eveready only. This we have found very 
satisfactory,” says the Royal Electric Co., 
of Irvington, N. J. 


q ¢ 7 


“Tt is with a great deal of satisfaction that 
we report increased sales of Eveready Flash- 
lights during the summer season, probably 
partly due to the high-power advertising 
you are using, but surely somewhat due to 
the continued quality built into Eveready 
Flashlights and Batteries. We have handled 
them for 13 years and find them going 
stronger than ever,” says the Findley Electric 
Company, of Minneapolis, Minn. 


q i q 


“We have handled the Eveready line for 
years. With your co-operation, we have 
succeeded in building up a large business 
on this line, and we are completely sold on 
it as a wonderful proposition for the dealer,” 
says T. S. Richardson, Inc., of Auburn, 
New York. 


¥ 7 7 


These are typical of many similar letters in our files. 
Feature genuine Eveready Flashlights and Batteries 
in your window and get your share of the big Christmas 
business which Eveready advertising is creating. — 
Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 


Atlanta Chicago Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


-they sell faster 
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Royal Electric Co., Irvington, N. J. 























More 
Money 
Than 


You’re 


Making Now 


—and 
how 
to 
get it 











You have more chance of making 
big money today in maintenance 
and repair work than perhaps in 
any other field of practical electri- 
cal work. 


Men are needed who can keep 
things going without serious inter- 
ruption—men who know how 
electrical equipment works, what 
it needs to keep working properly, 
how to tell what is wrong and how 
to make it right. The man who 
equips himself with this informa- 
tion is sure of a good job anywhere 
—and at big money. 


To give you ‘the information 
needed in work of this nature has 
been the aim of such well-known 
electrical experts as F. A. Annett, 
A. C. Roe, A. M. Dudley, Daniel 
H. Braymer and others. The 
electrical industry needs mainte- 
nance-and-repair trained men. 
These practical experts provide 
the maintenance-and-repair train- 
ing. It remains only for you to 
decide if you will take the oppor- 
tunity offered. 


Every year finds new men jump- 
ing into the maintenance and re- 
pair field. As the common sense 
of the whole matter is placed be- 
fore them—the most logical thing 
in the world to do is to get the in- 
formation they need. If they are 
in the electrical field—mainte- 
nance and repair stands out as one 
rich branch—and the books of the 
men mentioned above stand out as 
one complete training. 


Give this some thought. You owe it 
to yourself. You will prove to your- 
self that this is a great opportunity 
for you. And then act! 


ELECTRICAL 








MERCHANDISING 


Do you want 
a big-pay 
electrical job? 


The Library of Electrical Maintenance and Repair 
in its new form 
will help you to get it 


You can now have the LIBRARY OF ELECTRICAL MAINTENANCE AND REPAIR 
in its new torm to heip vou in getting into the bigger and better-paying electrical jobs. 
The Library tells you what you have to know. It shows you how to do what must be 
done, and why. 

The Library in its new form includes Braymer’s Armature Winding and Motor Repair,. 
the new revised edition of Dudley’s Connecting Induction Motors sAnnett and Koe’s 
Connecting and Testing D. C. Machines, Annett’s Electrical Machinery, and Wiring 
Diagrams of Electrical Apparatus and Installations. 


Better than ever—more valuable to you than ever—a great set of electrical helps you 
need and you will want. 


The new 1926 form of the Library of 
Electrical Maintenance and Repair 


5 volumes—1750 pages—1800 illustrations—library binding 
Only $14.00, payable $2.00 a month. 


These books cover every phase of electrical maintenance and repair work, from armature 


winding to the correction of brush troubles. They include many things nevec before 
assembled in book form. 


They not only tell you what to do in the case of electrical trouble, but they show you: 
how to do it. And when it’s done it will be done right! The methods outlined for you 
by the authors of these books have all been thoroughly tested out in actual practice. 

Every chapter is written with the practical man’s needs in mind. Instead of discussing. 
the fundamentals involved in any method of working out a repair problem, the ACTUAL 
PROBLEM is discussed from a how-to-do-it standpoint. 

Fundamental laws and rules are discussed when necessary, but there is no hard-to- 
understand theory or discussion of design. All of the material presented in these five 
books has been obtained from actual experiences. ‘The Library outlines the practical 
remedies that have been applied by repairmen all over the country in the solving of 
puzzling electrical problems. Everything the expert knows about maintenance and repair 
is given in the books. They prepare vou for the big job—they make you well worth the 
big pay that goes with it. They make your promotion sure. 


5 
big 
helps 


















McGraw-Hill 
to Book Co., Inc., 
370 Seventh Ave., 

the New York. 


Gentlemen: 


Send me the LIBRARY 

OF ELECTRICAL 
MAINTENANCE AND 

REPAIR (shipping charges 
prepaid), for 10 days’ free ex- 
amination. If satisfactory, I will 

send $2 in ten days and $2 per 
month until the special price of $14 
has been paid. If not wanted, I will 
write you for return shipping instruc- 
tions. 


big 
pay 
job 


You need not take our word for the value 
of these books. You may examine them 
yourself in your own home for ten days 
free. No obligation to purchase—no annoy- 
ing follow-up—no agents—no red tape. oe 
We even pay return charges should "ee 
you decide to return the set. o 
Take advantage of this liberal i PPOGIION: osc colle pots os ered B05, alae earners cieleneceielacaoe eee evenele 
plan to examine this library for e 

yourself and see oo it can ° 

help you. Remember. you - . FAs nl whe ai: dap oh ots Fe ESS SRR eran era a hea pace ouesuerenae 
can’t put it over by put- ” COMPANY 6..66siss 0.0 Sig toe EM. 12-1.26 
ting it off. So, ACT— rod 

today! 2 
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GAINING POPULARITY 


The “400” CAST ALUMINUM Line Fin- 
ished in FLORENTINE POLY is Selling 


in Greater Quantities Now Since the 
PRICES ARE REDUCED. 


The Line is complete. 



















Ne, 6008 Le Diee:........ $7.00 Shorea 
i py Switch 
No. 405C—5 Lt. Candle........ 7.00 275 
No. 405%4—5 Lt. Ceiling....... 6.50 , 
No. 403D—3 Lt. Drop......... 4.50 malate jo sain 
No. 403C—3 Lt. Candle........ 4.50 2: 
No. 40314—3 Lt. Ceiling....... 4.15 
No. 402D—2 Lt. Drop......... 3.50 
‘No. 4021%4—2 Lt. Ceiling....... 3.00 
No. 401—1 Lt. Ceiling......... 1.10 
No. 400—1 Lt. Pendant........ 1.50 


No. 411C—1 Lt. Candle Brkt... 2.00 


No. 412C—2 Lt. Candle Brkt... 2.75 No. 4054,—WIRED 


With Keyless Sockets 
Spread 18-in 


You should see the Acme 
“300” line. We claim it’s 
the finest line of cast alumi- 
num fixtures made. It costs 


R only a little more. 
No. 405D—WIRED 
With Turn Knob Sockets 


Spread 16-im............% 7-00 Write for Acme’s Catalog 
Showing Fixtures 
in Colors 
Acme Sells By Mail Only 
pote ACME LIGHTING PRODUCTS, INC. 


ee ee 7 2114 Woodland Ave., CLEVELAND, OHIO 
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= ; si . : Se. E-2—For use in 
Multilite reflectors are units of 2, 4, aN } re high narrow 
6, 8 or 10 Silverlite reflectors built Sepia. = J th oe 
into a self-contained unit for accuracy Z | | 
of control and economy of installation aN [ OO cine 
and maintenance. For details send for TK 
n “ih, 
Circular 79. f 
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E-4—For use in 
low deep windows. 





E-5—For special 
purposes. 








E-6— For small 
windows, Adapted 
to a line inside 
frosted lamps 50- 
100 watt. 
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Silverlite Reflectors Come in Four Sizes to Meet Any 
Practical Reflector Purpose. 

Three distributions of light from the same lamp. 

—3 lamp sizes adaptable to the same reflector. 

No nuts, screws, springs nor special fittings. 

No peeling, cracking nor breaking. 

Perfect diffusion, 

Easy to stock, No damage in handling, no screws nor 
fittings to lose. 




















These Features Which Save Your Time 
Also Help You Sell 


With unbreakable Silverlite there are no special fittings, 
nuts, screws, etc., to consume time and get lost. Each 
reflector, except E-6, comes ready to fasten to regular 
344-in. holder. And when a change of lamp size is neces- 
sary for different distribution of light, this instantly ad- 
justable neck accommodates itself to your requirements. 


THE FRINK CO. Inc. 


239 Tenth Ave., New York 


Representatives in Principal Cities 


One dozen Silverlites in your stock gives you three dozen 
to sell. Because each extension neck with the exception 
of E-6 makes three reflectors of one. 


Write us for details of this remarkably profitable line of 
reflectors. Ask for Circular 77. 
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The men behind Neutrodyne 


Engineers, physicists, mathematicians, who have placed Neutrodyne 
in its present position of leadership — and who will keep it there 


IN SPITE of the fact that the Neutrodyne receiver of today represents the highest attainments in radio 
development, no expense is being spared, in the continuance of a policy of constant improvement. 

At considerable expense the Hazeltine Corporation and the fourteen companies licensed to manu- 
facture Neutrodyne apparatus maintain a large staff of technical men who devote their entire time to 
research and experiment in radio. These men, whose names are listed below, are the men who have 
brought Neutrodyne to the position of leadership it enjoys today. And these are the men whose ideas, 
designs and inventions will keep Neutrodyne in the forefront of radio in the years to come. 

These men are determined that Neutrodyne receivers will always combine the best in sensitivity, selec- 
tivity, ease and economy of operation, volume and perfection of tone reproduction. 


PROFESSOR L. A. HAZELTINE: M.E. Fellow A.I.E.E. 
Fellow I.R.E. Fellow American Physical Society. Formerly 
professor in charge of the Electrical Engineering Department 
of Stevens Institute of Technology. Inventor of the Neutro- 
dyne Radio Receiver. 


-R. W. ACKERMAN: C.E. Schools of Mines, Engineering 


and Chemistry, Columbia University. Active service U. 
Army Engineers, 82nd Division. 

LEWIS M. CLEMENT: B.S. in E.E, F.I.R.E. Assistant 
Chief Engineer of high-power Marconi stations in Honolulu 
and San Francisco during construction and early operation. 
Nine years with Bell Telephone Laboratories in charge of 
radio receiver and special developments, including govern- 
ment transmitter, receivers, secret systems, etc. 


J. W. FINK: M.E. Specialist in audio frequency and loud 
speaker development. 

DONALD O. FRIEND: Massachusetts Institute of Technology. 

S. W. GILFILLAN: Stanford University. 

VIRGIL M. GRAHAM: I.R.E. A.I.E.E. University of Rochester. 

LELAND H. HANSEN: I.R.E. Designer of radio apparatus 
since 1916. Formerly with American Marconi Company, 
1911-1925. Active service U. S. Signal Corps in France. 


FRANK A. HINNERS: F.I.R.E. Pratt Institute. Associated 
with radio development in all its phases since 1909. Among 
earliest workers on quenched spark telegraphy in this 
country. In charge transmitter design supplied U. S. Gov- 
ernment during war. Chief Engineer extensive overland radio 
telegraph system. 

F, * JOHNSTON: A.I.E.E. Long Beach, Cal., Polytechnic 
and Sorbonne and Ecole Superieur de "Electrique, Paris; 
First Lieut. Radio a aor Section U. S. ~~ Corps. 
Croix de Guerre and U Citation. Assistant Engineer in 
charge construction of high-power station at Warsaw, Poland. 
Engineer in charge of Riverhead, L. L., Transatlantic Radio 
Station. 

C. T. JOHNSTON: E.E. University of Iowa. 

THOMAS S. LEOSER: I.R.E. Lehigh University. 

W. W. LINDSAY, JR.: I.R.E. Technical School, Hanover, 
Germany. Post-graduate work, Columbia University. 

R. E. MacDOWELL: B.S. in M.E. and E.E.E. Electrical ex- 
perimental work, Radio Telephone Officers’ School, U. S. 
Government. 

R. MacGREGOR: E.E. Provenside 
Academy of Electrics, Glasgow, Scot- 
land. xperimental work in British 


Look for this trade-mark 


Electro-Acoustical Sub-Committee of I.R.E. Standardization 
Com. Member Bur. of Standards, Radio Advisory Committee. 
Member of Component Part Committee of Tech. Sub- 
Committee, A.E.S.C. Sect., Committee on Radio. 

BENJAMIN F. MIESSNER: I.R.E. Member Soc. to Advance 
Science. Purdue University. Authority on electrical acous- 
tics. Engaged in radio research since 1908. 

JOHN W. MILLION, JR.: A.B. University of Michigan. 
Instructor, Mathematics and Physics, Des Moines University. 
Graduate in research, Washington University, St. Louis, Mo. 
Graduate work, Columbia University. Development work 
in vacuum tubes and radio reception in Bell Telephone 
Laboratories, July, 1923, to Jan. 1, 1925. 

WILLIAM J. MURDOCK. Designer and manufacturer of 
radio apparatus since 1904. 

J. N. NICHOLS: B.S. in E.E. First Imperial Light Science 
School, Petrograd, Russia. Engineer Instructor, Russian 
Imperial Army, and later French Air Service. 

J. A. NEILSON: Copenhagen Technical School, Denmark. 
Research work in Danish Naval Radio Service. 

BENJAMIN OLNEY: Electro-Acoustical Engineer. vr pomee | 
engaged in regard to radio fequency amplification and speec 
reproduction. 

LAWRENCE S. PHILBRICK. Phillips Andover Academy, 
Massachusetts Institute of Technology. 

F. F. PRELAG: B.S. Vienna, Austria. Engaged in experi- 
mental research work in radio in Europe and this country. 

R. X. RETTENMEYER: M.S. B.S. in E.E. Formerly in the 
Bell Telephone Laboratories in charge of work on high 
quality carrier broadcast systems. 

A. W. SAUNDERS: E.E. Formerly in Bell Telephone Labor- 
atories in radio receiver development design, including 
receivers used by U. S. Coast Guard. 

ROGER W. SEMONS: R.E. Assistant Instructor, Harvard 
Radio School, 1917-22. Design Eng. of broadcast stations. 

F. J. STRASSNER: B.S. in E.E. and E.E. Formerly with 
Bell Telephone Laboratories. Engaged in transmission main- 
tenance matters. District plant engineer for New York 
Telephone Company for eight years. 

HOWARD J. TYZZER: I.R.E. Designer of radio receiving 
apparatus since 1916. 

LINCOLN G. WALSH: M.E. A.S.M.E. A.I.E.E. Stevens 

Institute of Technology. Research 

work in Bell Telephone Laboratories. 





Navy, two years. 


W. A. MacDONALD: LR.E. Uni- 

versity of Paris. Lieut. Sig. Corps 

Army in France. Engineer in 

charge development of airplane radio 

i ——- Signal Corps 

Army (four years). Consulting 

BR Rosin Dept., Radio Corpora- 
tion of America. 






REG. U.S. ape = 


A.I.E.E. Member S.A.E. University 





LICENSED BY 


Qers: 
NFurRo RADIO MANUFACTUS 
APRIL! ROL 
yore 2 TEATS. NOS. 1.450, 08 


< 
RAY H. MANSON: EE. LR.E. be qe" 1.833858 
OTHER PATENTS PENDING 


1.577.421 


Chairman, Metropolitan Section, In- 
tercollegiate Convention, A.S.M.E. 


HAROLD A. WHEELER: B.S. in 
Physics, George Washington Uni- 
versity. Graduate work in Physics, 
Johns a University. Engaged 
in special research work with Neu- 
trodyne apparatus since 1922. 


S. TRUBEE WOODHULL: B.E.E. 
University of Michigan. Formerly 
with the American Marconi Com- 
pany. Designed transmitting ap- 
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of Maine. Chairman Technical Com- 
mittee, Radio Sect., N.E.M.A. Com- 


It is your protection against patent infringement 
mittee on Communication. Chairman liability 


paratus for United States Navy and 
— apparatus for operation in 
e trenches during the war. 


The following fourteen manufacturers are the only ones licensed to make Neutrodyne receivers and the protection of distributors 
and dealers against patent infringement liability, maintained by the Hazeltine Corporation and Independent Radio Manufacturers, 
Incorporated, applies to none other than Neutrodyne receivers. 


THE AMRAD CORPORATION, Medford Hillside, Mass. 
F. A. D. ANDREA, Inc., New York City 
CARLOYD ELECTRIC & RADIO COMPANY, Newark, N. J. 
EAGLE RADIO COMPANY, Newark, N. J. 
FREED-EISEMANN RADIO CORPORATION, Brooklyn, N.Y. 
GAROD CORPORATION, Belleville, N. J. 
GILFILLAN RADIO CORPORATION, Los Angeles, Cal. 


HAZELTINE CORPORATION 


(Sole owner of “‘Neutrodyne” patents and trade-marks) 





HOWARD RADIO COMPANY, Inc., Chicago, III. 
KING-HINNERS RADIO COMPANY, Inc., Buffalo, N. Y. 
WM. J. MURDOCK CO., Chelsea, Mass. 
STROMBERG-CARLSON TELEPHONE MANUFACTURING 
COMPANY, Rochester, N. Y. 

R. E. THOMPSON MANUFACTURING CO., Jersey City, N.J. 
WARE RADIO CORPORATION, New York City 
THE WORK-RITE MANUFACTURING CO., Cleveland, Ohio 


INDEPENDENT RADIO MANUFACTURERS, Incorporated 


(Exclusive licensee of Hazeltine Corporation) 
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The New Balkite Charger 


MODEL J. Has a low trickle charge 
rate and a high rate for rapid charging 
and heavy duty use. Can thus be used 
either as a trickle or as a high rate 
charger and combines their advan- 
tages. Noiseless. Large water capacity. 
Visible electrolyte level. Rates: with 
6-volt battery, 7.5 and .5 amperes; 
with 4-volt battery, .8 and .2 amperes. 
Special model for 25-40 cycles with 1.5 
amperes high rate. Price $19.50. West 
of Rockies $20. (In Canada $27.50.) 





Balkite Trickle Charger 


MODEL K. With 6-volt‘‘A” batteries 
can be left on continuous or trickle 
charge thus automatically keeping the 
battery at full power. Converts the “A” 
battery into a light socket “‘A’’ power 
supply. With 4-volt batteries can be 
used as an intermittent charger. Or as 
a trickle chargerif aresistanceis added. 
Charging rate about .5 ampere. Over 
200,000 in use. Price $10. West of 
Rockies $10.50. (In Canada $15.) 


tim, 






A New Balkite “B” at $27.50 
Balkite ‘““B” eliminates ‘‘B” batteries 
and supplies “B’” current from the 
light socket. Noiseless. Permanent. 
Employs no tubes and requires no re- 
placements. Three new models. The 
new popular priced Balkite “B”-W at 
$27.50 for sets of 5 tubes or less re- 
quiring 67 to 99 volts. Balkite “B”’-X, 
for sets of 8tubes or less; capacity 30 
milliamperes at 135 volts—$42. Bal- 
kite ‘“B’’-Y, for any radio set; capacity 
40 milliamperes at 150 volts — $69. 
(In Canada“B”-W $39;“‘B”’-X $59.50; 
*“B’’-Y $96.) : 


Balkite Combination 


Supplies automatic powerto bothA”’ 
and “‘B” circuits. Controlled by the 
filament switch on the set. Entirely 
automatic in operation. Can be put 
either near the set or in a remote 
location. Will serve any set now using 
either 4 or 6-volt “‘A’’ batteries and re- 
quiring not morethan 30 milliamperes 
at 135 volts of “B” current—practically 
all sets of up to 8 tubes. Price $59.50. 
(In Canada $83.) 

All Balkite Radio Power Units operate 
from 110-120 volt AC current with 
models for both 60 and 50 cycles. The 
new Balkite Charger is also made ina 
special model for 25-40 cycles. 
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Permanent 
pieces of equipment: 
in this Balkite feature 

lies your profit 


To tell the difference between Balkite and any other device 
does not take very thorough examination. You can tell the 
difference the minute you look at a Balkite Unit. The dif- 
ference is even more obvious when you pick up the unit 
and feel it. Balkite Radio Power Units are permanent 
pieces of equipment, made to last. 


The evident scrupulous care that goes into the manu- 
facture of every Balkite Unit is not altruism on our part. 
It is based on the conviction that to be permanently suc- 
cessful the products of any manufacturer must represent 
honest manufacturing value. In the long run the public 
will not accept less. 


This scrupulous care is also part of our belief that for a 
manufacturer to be permanently successful everyone con- 
nected with the sale of his product must make a legitimate 
profit out of it. And by legitimate profit we mean more 
than the temporary profit made out of each sale. We mean 
that the manufacturer must take every precaution that the 
profit of the trade is not eaten up by service cost. 

Not only does Balkite give you the greatest volume, but 
the profit you make on your sales is clean. Once sold, Bal- 
kite Radio Power Units stay sold. They don’t come back. 
Get behind the line now, and make the maximum profit 
out of the demand for light socket radio power. 


FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois 


FAN STEEL 


Balkite 


Radio PowerUnits 
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SANTA CLAUS SAYS: 


“Brach Has a Great Line of RADIO GIFTS 
Which Every Dealer Should Sell” 


(1) New! (4) Brach Shock-Proof Radio Plug 

Brach Controlit Should be on the radio gift list a Shock-Proof 
Here is the gift of gifts to Plus that gives perfect electrical contact, with- 
owners of radio sets. Con- ‘stands high voltages and is easily connected or 
trolit makes any radio set -. released. Retails £0r 50c. 
light power-operated set, elim- 
inaiian dll aatedne Gon Oe ($) Brach Master Aerial Outfit 
Battery substitute and Trickle Here is one of radio’s big sellers— a complete an- 
Charger and placing complete tenna--every needed part— in one package — in- 
automatic control in the set cluding a Brach Lightning Arrester. A corking 
switch. gift for present or prospective radioists. 


Retails for $6 in U.S.A. Price $3.50; others up to $5.50 


(2) Brach Lightning Arrester (6) NEW! Brach 


Brach Arresters dominate the field making it unneces- Totem-Pole Antenna 
sary to urge dealers to carry the Brach line complete. Something that meets a demand 
All Brach Arresters are backed by a $100 Insurance long unfilled — you’ll sell lots of 

Guaranty. Prices $1 to $2.50. them. 

a. ietaeeouetiess D omen 
proof antenna — like a flag-pole, 
(3) Brach Extension with 100 ft. of wound wire. Can 
Cord Connector be placed on flat or gable roofs, 
the side of the house, the window 
ledge; on a boat deck or tent 
pole. Does away with unsightly 
pee yore Purch — tone 
c , and clarity. great Christmas 
It will be welcomed in the gift, especially for those living in 

Christmas “ Stocking. apartment houses, hotels, etc. 

A 50c Article Price $10 


(7) NEW! Brach 
Drip-proof Hydrometer 


Another trade winner for radio deal- 
ers! Better order generously. 

To the Brach Hydrometer, with the 
famous Chaslyn Balls, is combined the 
drip-proof feature,eliminating the dan- 
ger of battery acid ruining rugs, floors 
and clothing. 

It will make a strong appeal to your 
customers. Be ready for them. 
Retails at only $1 






























This simple device—in one piece; 
made of pure Bakelite — readily 
connects speaker or head set cord 
with extension cord. 













’ 


Radio Products 


L. S. BRACH MFG. CO., Newark, N. J.. U.S. A. L. S. BRACH OF CANADA, Ltd.. Toronto, Can. 
MAKERS OF THE FAMOUS BRACH LIGHTNING ARRESTERS 


© 
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ELECTRICAL 


rae 
ilt Like a Watch" 


For 21 Years 


JOHNSON ROTARY 
AUTOMATIC 


Listed as standard by Under- 
writers’ Laboratories, an or- 
ganization established and 
maintained by the National 
Board of Fire Underwriters. 


DEALERS 








JOH ul m INS re ry UD iN 


Electric automatic control has made the modern Oil 
Burner possible. The famous Johnson Burner has 
been a leader for over 20 years. The Johnson offers 
you unusual sales opportunities because: 















1 In selling electrical merchandise—par- 
* ticularly automatic refrigerators— you 
need a profitable winter line. 


2 Oil Burners represent one of the fast- 
* est-growing industries of this genera- 
tion. Yet the market is scarcely touched. 


3 Your Service Department can handle 
* Johnson Burners with little additional 
training and equipment. 


The Johnson line is complete—Oil Burning equipment 
for every heating and power purpose. Investigate this 
opportunity while some valuable territory 

is still available. 


S. T. JOHNSON CO. 


— OIL BURNERS —— 


MARK RPEDISTEREO 


FOR EVERY SERVICE 


Main Office and Factory: Factory Branch Offices: 
940-950 Arlington Avenue San Francisco, Sacramento, 
Oakland, California Philadelphia 


Distributors and Dealers Throughout the United States 
and in Foreign Countries 
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Winsdor Wall or Table 
Type Cone Speaker 
























Amazes Radio World 


7 
4 






Model 210 
», (Pat. Applied 


y For) 
 o- ®) 


The latest model Windsor Cone Loud- 
speaker has astonished the world of 
radio. In convenience, quality of recep- 
tion, and extremely low price, it far 
surpasses anything yet offered. The 
cone is 22 inches in diameter and is 
mounted on a sounding board which, 
in turn, is supported by an easel back. 
It can be hung up on the wall, as in the 
picture above, or stood upon any flat 
surface as shown in the picture below. 
It contains the famous Windsor loud- 


speaker unit noted for the extreme — 


clarity and fidelity of reproduction. 








Model 210 


22-inch Cone 
Loudspeaker 
with sounding 
board and 
easel back. 


$1500 


(West of 
Rockies $18) 


(Pat. Applied For) 













| 





Model 302 (Shown below) 
With Moulded Composition Horn Loud- 
\ speaker and 18-inch Cone Loudspeaker. 








(Pat. Applied For) 


In this Windsor Console 

is combined both the 

Windsor Moulded Com- 
position Horn Loudspeaker and the 18- 
in. Windsor Cone Loudspeaker. The 
top is 30 in. x 17 in. and stands 29 in. 
high. Plenty of battery and equipment 
space is provided by large shelf in 


rear. Price, finished in 
Mahogany or Walnut $4,800 


. (West of Rockies, $55) 
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Rear view at left shows large compartment 
with ample space for batteries, battery 
charger, or battery eliminator, which are 
entirely concealed from view. Back is open 
for ventilation of batteries. 





At right is shown the Cone Loudspeaker,with 
its sounding board, which is quickly and 
easily removable, allowing instant access to 
all batteries, battery charger, battery elimina- 
tor or other equipment and wiring. 











Model 200 


$29 


Console 
with Cone 
Loudspeaker 
Ready for 
Set and 
Batteries 
(West of 
Rockies, $35) 


(Pat. AppNed For 
Model 200—with 22-inch Cone Loudspeaker 


This Windsor Cone Loudspeaker Console is equipped with a 
22-inch Windsor Cone Loudspeaker. Its top is 30" x 17" and 
is 29" high. The battery shelf provides ample space for bat- 
teries, charger, battery eliminator and other equipment. 
Beautifully finished in either Mahogany or Walnut. 


This is the Fastest Selling Line of 
Loudspeakers and Loudspeaker 


Consoles in the Radio World Today 


The quality of radio reception made possible by 
Windsor Cone and Horn Loudspeakers and Loud- 
speaker Consoles so far surpasses anything heard 
heretofore that it amazes and delights every radio 
enthusiast. The Windsor Line is so complete that 
everyone can find in it a loudspeaker, loudspeaker 
table, or loudspeaker console exactly to fit their par- 
ticular needs. 








Model 100 


with Moulded Composition 
Horn Loudspeaker or 16- 
inch Cone Loudspeaker 


(Pat. Nov. 18, 1924) 


Above is shown a beautiful Windsor Loudspeaker Console, 
finished in either Walnut or Mahogany, which provides ample 
space ontop for any radio set, The battery shelf beneath will accommo- 
late all necessary equipment. Equipped with either Moulded Compo- 
sition Horn or 16-inch Cone Loudspeaker. Size: 38 in. 00 
x 18in., and 29in. high. Price . . ..... , $40 
(West of Rockies, $42.50) 


To the right is shown the newest Windsor Loudspeaker Console. It is 

equipped with a 22-inch Cone Loudspeaker and cabinet suitable for 

7-inch radio panels up to 26 inches in length. Battery shelf provides ample 

space for all equipment. Beautifully finished in either 00 

Walnut or Mahogany. Price (without receiving set) . . $44 
(West of Rockies, $52.00) 


(Pat. Applied For) 
Note Lo Dealers . Write or wire today for details of Model 1000 





* the high] fitable Winds ine. 
nighly profitable Windsor line with ttm Cons 

? Loudspeaker 

Electrical Department 


WINDSOR FURNITURE COMPANY 


1408 Carroll Avenue ° CHICAGO, ILLINOIS 
Los Angeles Branch—917 Maple Avenue 
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Lupton Steel Shelving and Counter 
display your stock, dress up 
your store and attract customers 


Many items now concealed in your stock would soon 
be sold if properly displayed. Then the practical 
and profitable way to increase sales is to put more of 
your merchandise in full view of the casual customer. 


Lupton Steel Display Equipment will help you to 
greater earnings. Trim and modern in appearance, 
it will give more and better display on your present 
floorspace. It is surprisingly inexpensive and can be 
quickly adjusted to fit your store. Standardized sec- 
tions permit uniform expansion or rearrangement. 


It costs but little to install a section or two of this 
modern equipment and test its sales-producing power. 
Mail the coupon below for more complete information. 






TRADE 

















ON 


FOR THE 
CAL TRADE 












to increase sales 


Hoa hie ti Mtoe Title 
| Ws His (Mtn tI. [it 
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for behind the counter. Unit No. 180 


Electrical dealers are using Lupton Dis- 
play Shelving and Showcase to increase 
their sales. These trim steel fixtures, 
finished in baked enamel, can be moved 
about or added to whenever necessary. 


Send the coupon below for this FREE 


Unit Shelving—for wiring 
devices, etc. This cut shows 
Unit No. 180 that carries 
66 items in 3 ft. of floor 
space and sells for $34.20. 
The Lupton handbook 
shows 21 other popular 
units, classified. 






Handbook of Display Equipment 
David Lupton's Sons Co. 
2267 Allegheny Ave., 
Philadelphia, Pa. 
Without obligation mail me a FREE HANDBOOK 


showing types and prices of Display and Storage 
Equipment which will increase my profits 


ADDRESS 
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NIEDRINGHAUS, INC., St. Louis, U. S. A. 


An Ideal Premium 
Nico Portable Tubs 





CUT SHOWS TWO 
EQUIPPED WITH REMOVABLE COVER 


SINGLE TUBS 


Can be used with any washing machine. 
Single tub advantage with twin tub effect. 
No sharp edges or corners. 

Drain cock in bottom. 








Household 
Refrigeration 


“Ice Cream Cabinets— 
Butcher Shops, etc.” 
The success of household refrigeration depends on the 
quietness and smoothness in operation of its Pump. 


‘Take advantage of our experience—we have a noise- 
less fool proof pump, and can supply in any quantity. 







Dunning Pump 
& Mfg. Co. 


326 Walnut St., 
Phila., Pa. 


3 Sizes 
Ammonia 
Sulphor 
Methyl 
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Use this modern steel equipment 
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E LIVE in the electrical age. 

The most loved possession of 
the small boy is his electric train. 
The most faithful servants of the 
American woman are her electric 
appliances. The most economical 
power for man’s great industrial 
plants is the electric power gener- 
ated by central stations. 


The key to the smooth, continuous 
functioning of every one is a strand 
of copper wire. Under the surface 
of a multitude of these toys, appli- 
ances, and huge generators lies 
Rome Magnet Wire. 


The electrical generation 


For throughout industry you will 
find agrowing preference, for Rome 
Magnet Wire, and for all Rome 
Wires. There is in these Rome pro- 
ducts a desirable quality, brought 
by complete manufacture, super- 
vision, and inspection in the Rome 
mills—from wire bar to finished 
copper wire. 

Rome Service—ample stocks and 
competitive prices at your 
disposal, while an opportunity to 
quote on any of your wire re- 
quirements will always be wel- 





are 


come. 


ROME WIRE COMPANY, ROME, N.Y. 


ROME WIRE 


WIRE BAR TO FINISHED COPPER 








Single Cotton 
Enameled 
Magnet Wire 
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Automobile 

Wires and Cables 


‘Extra Flexible 
Wires ana Cables 
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grim, oy oa 


/ 


mf oy | 


rN 


Lamp Cords 


Weatherproof 
Wires and Cables 


Trolley Wires 
and Cable 


Wires and Cables 








ECAUSE of its small outside di- 
ameter, Rome Enameled Magnet 
Wire is increasing in popularity every 
year. Particularly is this true with the 
manufacturers of the smaller types of 
electrical equipment. 


Perfected by a research department 
that is constantly investigating and an- 
alyzing—backed by twenty years of 
manufacturing experience —there is 
small wonder that this, and all Rome 
wires are appreciated by their users. 


If you will let us know what wires you 
are interested in, we will be glad to 
send you samples, catalogs and other 
information that will be of help. To 
those who have a particularly difficult 
wiring problem, we offer the advice of 
our Engineering Department. 


ROME WIRE COMPANY 
Mills and Executive Offices: ROME, N.Y. 
Diamond Branch: Buffalo, N.Y. 


New York—50 Church Street 
Boston—1011 Little Building Chicago—14 E. Jackson Blvd. 
Detroit—25 Parsons Street Cleveland—1200 W. 9th Street 
Los Angeles—J. G. Pomeroy, Inc., 336 Azusa Street 
San Francisco—J. G. Pomeroy, Inc., 960 Folsom Street 
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Telephone | 
Wires and Cables 


Slow Burning 
Wires 
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—~ Super Service 
Cords poll Cables 


Rubber Coverea 
Wires ~ Code 30% 

















Copper Rod and 


Bare Copper Wire 
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In This Issue— 
For the Wiring Contractor 


Wiring the Apartment House for Radio 
Some new kinks introduced in 100-apartment job in 
San Francisco bring satisfaccory resulis to both owner 
and dealer. 


Toronto League to Publish ‘‘Red Seal Monthly”’ 


Sells 95 Ventilating Fans in One Month Through 
Free Trial Offer 


Making Floor Space Pay Its Way 
New Devices for The Contractor To Install 
Selling the Wiring Job 


An Electrical Store de Luxe 


Team Work on the Job Saves Labor 
A Syracuse, N. Y. contractor has the reputaion of 
being a specialist in house wiring. Teamwork is 
the secret. 


The Licensing of Electricians 
A review of conditions and an ouline of methods of 
handling this important development by Victor H. 
Tousley, Chief Electrical Inspector of Chicago and 
Member of Electrical Code Committee, N.F.P.A. 


News of the Electrical Trade 
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BRYANT 


““Superior’’ Wiring Devices 


Bryant Wiring Devices are superior, be- 
cause nearly forty years of manufacturing 
experience have taught us how to make 
them that way. 


The quality of Bryant Wiring Devices, and 
the better and more dependable service 
obtainable from them will result in com- 
plete satisfaction for your trade. Electrical 
Dealers everywhere are daily becoming 
more familiar with the profitable possibili- 
ties in selling Bryant Wiring Devices. 


Electrical Contractors, Builders, Archi- 
tects, etc., are familiar with Bryant Superi- 
ority. Capitalize this growing demand. 
Stock and sell Bryant Wiring Devices. You 
are assured volume sales and continued 
profits. 


Ask for the Bryant Catalog 


A study of its pages is like a visit from our representative. 


It is instructive. 
every wiring device you can sell. 





It describes and illustrates practically 
It shows dimensions, 


gives suggestions for use, and offers intelligent help in 





choosing your stock. 








If you are selling wiring devices 


or considering additions to your line, you need this book. 
Upon request it will be sent to you either direct or through 
your jobber. 





4,000 Wiring Devices 
listed in this catalog 


BRYANT—The Complete Line of Electric Wiring Devices 


THE BRYANT ELECTRIC COMPANY 


1421 STATE STREET, BRIDGEPORT, CONN. 


New York, 342 Madison Ave. 


Chicago, 844 West Adams St. San Francisco, 149 New Montgomery St. 


The oldest and largest plant in the world devoted ex- 


clusively to the manufacture of Electrical Wiring Devices. 





No. 2621 No. 2903 No. AA 10 Key Socket 
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The Better Electrician Uses 











[ SUPERIOR 
\ WIRING DEVICES 
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Square D multi- | 
spring jaw 














BRANCH OFFICES 





Minneapolis 
Syracuse 
St. Louis 

Atlanta 

Milwaukee 








Square D multi-spring jaws are designed to give perfect con- 
tact between jaws and blades. Spring action at many points 
allows them to conform with any shape of blade. 


The accompanying sketches show the decided contrast between 
contact provided by Square D and ordinary milled jaws. In 
the latter partial contact frequently causes overheating at one 
point and tends to destroy spring action and ruin switch jaws. 
Uniform contact pressure provided by multi-spring jaws and 
large radiation surfaces eliminate any such danger in Square 
D Switches. 


This and other well known Square D features have brought 
Square D to its position of dominance in the industry—a domi- 
nance based on more than 4,000,000 satisfactory installations. 


FACTORIES AT: DETROIT, MICH., PERU, IND. 


BRANCH OFFICES: Toronto, Montreal 





SQUARE D COMPANY, DETROIT, U. S. A. 


SQUARE D COMPANY, CANADA, LTD., WALKERVILLE, ONT. 


(88) 


SQUARE D 






157 























Milled jaw or 
punched clip 


BRANCH OFFICES 
Cleveland Kansas City 


San Francisco Chicago 
Los Angeles Baltimore 
New Orleans Buffalo 


Indianapolis Columbus 










For reprints—ap- 
p l y nearest 
Graybar distribu- 
ting ho use er 
Executive Offices, 
100 E. 42nd St. 
New York. Offices 
in 59 principal 


cities. 


Published 
in the 
interest of 
elect rica 
developmen! 
No. 83 
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Then you es 
pliances to star : 
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; nts a day impartin 
cents ¢ 


time on 
delight ° 


your hands. 
Wdde 
(Gray Wht 
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ELE cTRI 


Yo 
eect, New 

Offices: 100 East 42nd Street, 
Executive : 


Graybar Electric Coy 
J 


HIS Graybar advertisement, repro- 

duced from the Review of Reviews, is 
one more voice telling the public of elec- 
tricity, the servant in the house. One more 
voice helping the electrical dealer to sell 
more quality wiring supplies and more qual- 
ity appliances—the kind associated with the 
Graybar name. 
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Bec ause of its real qualiiy, 
PARANITE is the logical 
wire to use~regardless of 
the wiring job. PARANITE, 
being easier to handle, en- 

ables the men to do better 

wiring jobs in less time, and 
at a saving'in cost. Remember 
this: PARANITE is smooth, 
dry and flexible. PARANITE 
is Better than code requires: 
USE IT FOR BEST RESULTS 


Indiana Rubber & Insulated Wire Co. 


Jonesboro, Indiaha 
Chicago Office: 1125 Marquette Bldg. 
New York: The Thomas & Betts Co., 63 Vesey St. 
Walter ‘ferguson & Co,, 2 Baltimore ig., Kansas City, 
I 























































I. Ferguso ae 
1, F, Boardman, 400 


OX Baltithore Bldg., Kans Mo, 
Hibernian Bldg., Los Angeles, Calif. 
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Every Detail ~ DESIGNED 
TO MAKE A PROFIT FOR YOU 


Adapter and Adapter Coupling Endwall 






the difference be- 
tween profit and 
‘toss on a meter en- 


Universal Endwall 


Banking Trough and Cover 





Same boxes may be _ 
used singly or in 


‘We design every de- 
tail in the Noark 





Meter Service Sys- banked installations. 
tem to make a profit All fittings stand- 
for you. ardized. Ly 





Branch Block Cabinet j Cabinet Supported Fuse Block 


Send for Catalog No. 


Quick work = quick 
profits, See how the $5 and get the whole 
accessories help. story-.with pictures. 





Knockout Closure 


he Johns~Pratt Comp any 


ye of Colt's Patent Fire Arms Mf¢. Co. 
“poston” Hartford, Conn. san Frantco 


— racer wml Noark R. Molding Service Wulcabes: 
ys eee FP aecet + ol i and Mine Montel pele cre oy pj miner mo 


HHG-0-G-E3 


Porcelain Insulating Bushing 
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event theft and breakage y/ 
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Their lasting construction will appeal to 
your customers—and bring in repeat orders. y) 


To Make Them Strong—we use No. 11 
extra heavy steel wire and electrically 

weld.it at every intersecting point. No as SehbeRechine 
solder used. —_ 




















To Prevent Rust—we thoroughly coat 
each guard with pure block tin. 









Made in a wide variety of types. Ask your 
jobber for complete information and prices. 


HARVEY HUBBELL 


ELECTRICAL SPECIALTIES 
BRIDGEPORT, CONNECTICUT. U.S.A. 
NEW VORK. N.Y. CHICAGO, HLL. 





No. 5764—Locking 
Type; side reflector; for 
brass shelf sockets. 


SN 





No. 6655—Locking 
Type; for bottom of 
reflector. 








No. 6995—Mill Type; 
for brass shell sockets. 





No. 5691—All-Wire 
Type; for brass shell 
sockets. 














LECTRICAL SPECIALTIES 
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At Home with the Popular New 


SWITCH and RECEPTACLE 
COMBINATION 








Install No. 8998 in 


Breakfast Nooks — for lighting 
switch and toaster or percolator 
plug. 

Kitchens — for lighting switch 
and iron or washing-machine 
plug. 

Pantries — for light and electric 
refrigerator plug. 

Halls — for iight ewitch and 
cleaner plug. 

Bath Rooms — for lights and 
electric heater plug. 

Bed Rooms — for dressing-table 
lamp and electric curling iron 
or vibrator; or for lights and 
heating pad. 


Porches — for porch light and 
washing-machine plug. 
Offices—for overhead lights and 
dictating or multigraphing ma- 
chine ; desk fan or lamp. 











OWNER or tenant feels more at home when you put 
in every convenience to wait upon him electrically. 


You can double this convenience appeal with the 
Switch and Receptacle Combination—bringing a 
two-fold service through one wall plate. 


As usually wired, the Switch part (No. 8602 Tumbler) 
controls the lighting. While the Receptacle part 
takes the attachment plug of any electric appliance. 


Add to the list of specific uses the value of the new 


idea, in pleasing your friends and customers with 
the /atest. 


With data on the Switch-and-Receptacle may we 
mail you the HeH new Catalogue ‘‘S”’ if 
you haven’t this book-full of wiring - helps? 


Vol. 36, No. 6 
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SWITCHES 


eAn Achievement 
Features in St mp l 1Cl Ly 


1. Brown-tone handle matches either brass or molded plates. 
Direct kick-off and positive indication. 






ARROWPIEAD 


ff 


No 
No 
No 
No 


2. Combination yoke and frame, one piece. Eliminates parts. Plaster ears 


position switch and save installation time. 
Main bearing-pin permanently fastened when assembled. 


Self-supporting spring for long life and smooth action. 


ap 


Continuous carrier plate. Always in alignment. 


2? 


Thick walls prevent breakage. 


© 9 





THE ARROW 


ELECTRIC COMPANY The complete line of Viiring Devices 


Contact blades of heavy bronze clamped to assure perfect contact. 


One-piece contact and terminal held in positive position by two screws. 


Dust cover, securely fastened by lugs on frame, protects the mechanism. 


—— eA New Development —— 
NR 
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- 6444 Single Pole 
- 6445 Double Pole 
« 6446 Three Point 


-« 6447 Four Point 





Tear Here 











We are interested. Please send a new 


Arrow- Head Switch. 

















HARTFORD, 
CONNECTICUT 


























Nothing interrupts business today more 
than a dictaphone out of order because 
of frazzled cord, a fan that fails when 
the temperature rises, a desk light that 
needs repairing, an adding machine that 
needs a new cord, and a drop light that 
simply won’t work. 


These, however, represent the condi- 
tions of yesterday. “Today leading man- 
. ufacturers are making their business ap- 
a pliances foolproof by equipping them 


with Tirex SJ Cord. 


Tirex SJ Cord is made exactly like 
Tirex Portable Cord, the only difference 
being that Tirex SJ is listed only in 
sizes No, 16 and No. 18 and that it is 









Simplex Wire & Cable Co., 
201 Devonshire St., Boston, Mass. 





Gentlemen: 
Please send data and sample of Tirex SJ Cord. 





SHESSHHCHSHSSHSHSHSCOEOHESHSOHHO OSL OHEH COSHH HOSC SSO OC SOOO COC OS EOE SE 


CeoeeeeeeeeeeeeeeeeeeeeF eee eeesZeeEeerereseeeseseseesereesesese 


COPS EHEOS CHEE EEE EOE EEE eee eee oe eELMLL. eer erceresesesreseseseeceorces Ss00e8 
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MANUFACTURERS 
DESK VANS | 20) ‘DEVONSHIRE ST. BOSTON. 
New York Chicago San Francisco 
Cleveland Jacksonville 





Saving Valuable Moments with 
TIREX SJ OFFICE EQUIPMENT 


lighter in weight and smaller in diameter. 
This cord is absolutely the best in- 


vestment possible for the maker of desk 
fans, dictating, calculating and similar 
business appliances. For drop lights, 
extensions and general use around the 
office, it supplants the old fashioned flex- 
ible cord to the entire satisfaction of 
manufacturer, jobber, dealer and user. 


Electricians of large buildings who 
must repair business appliances say that 
Tirex SJ Cord cuts their work in half. 
One repair with Tirex SJ Cord does a 
job that will last for years. 


Send for a sample of Tirex SJ—the 
cord that says “goodbye to service costs.” 


Wee SIMPLEX WIRE & CABLE @ 





VACUUM CLEANERS DISH WASHERS 
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OFFICE EQUIDMENT 





REFRIGERATORS 
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There's 
always 
room at 
theTob Fim 
for ancther San 
Durabilt / aan 
Product 








Be US Om On 


The Non-Metallic 
Sheathed Cable 
of Known Quality 















fav ae oF 


The fast fishing 
Single Wall Loom 



















DURAFLEX 


Beg U6 Pe On 








The real ol’ able cable 
It’s SAFE 

















The heavy duty 
Portable Cord 









DURAWIRE 


Durabilt Quality 


for neat work 

















samgcaitey DURABILT PRODUCTS 
~ “ANlishes every Electrical Contractor in the World (€ 


, AMerrie Christmas and a Busy New Year 


The Tubular Woven Fabric Company and their Electrical Jobbers 


Pawtucket, R.l. 1926 





(iy aCe 
Ww 
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cAn Emblem of Quality 


For quick profit—sell the | 


switches that sell themselves 


HATEVER the appliance —whatever the 
switch need—there’s a push button switch 
in the C-H Line that fills the bill—and you’ll find | 


it above the average in several ways: 



































Abovethe average in quick sale-ability 
first of all—and that’s because it’s above 
the average in electrical and mechanical 
perfection, above the average in dura- 
bility, and especially in appearance and 
convenience. And because the public 
knows it the minute they 
see the C-H trademark. Sortch-Plug 


Whether it’s a handy feed-through 
switch that can be placed anywhere 
in the cord (like the C-H 70-50 or 
Po. le C-H 70-40), a switch-plug (like the 
SwitchandReceptace the C-H 7()-51) with the control 
right at the appliance, a three heat switch 
for the heating pad (C-H 70-44) or a 
combination pendant switch and recep- 
tacle (C-H 70-53) that provides ceiling- 
light control and a conve- 
nient appliance outlet in  H/70-40 Nickled 
one—whatever it is that’s 
needed, the C-H Switch that meets the 
need will be the easiest to sell. 


























Placed at any position in the cord the C-H 70-50 
Feed Through Switch permits handy push-button 
control without disturbing the appliance 








Made of rich ebony Thermoplax, with light and 
dark buttons to indicate “‘on”’ or “‘off.”’ Any 
appliance has an extra appeal with a 70-50 
switch on the cord. Sellone with every appliance. 
Attractive display containers are supplied 
which speed the counter sales 





The reputation C-H products have 
C-H 70-44 Three . : ey 
Heat Switch earned brings quick recognition 
and instant acceptance. It’s been building for 
thirty years. Your jobber has these items. 









The CUTLER-HAMMER Mfg. Co. 
Pioneer Manufacturers of Electrical Apparatus 
1208 St. Paul Avenue 

MILWAUKEE, WISCONSIN 
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\Wrem !evice BLE 
IRING LJEVICES \© 
leis LOYAL TO ROYAL SOCKETS 


INTERCHANGEABLE 
DEPENDABLE 
LICENSED 


















THEY ARE 


They employ a familiar construc- 
tion, but give unmistakable evi- 
denceofthatnicety of manufacture 
and perfection of finish that have 
distinguished all Weber goods for 
more than fifteen years. 





















And the Line Is Complete 









7 Socket Bodies 
8 Switch and Rosette Bodies 
20 Caps 19 Bases 














Pull Socket 





HENRY D. SEARS 


General Sales Agent 
8O BOYLSTON STREET 


Boston |l, MASSACHUSETTS 


District Sales Representatives in 












New York 








Philadelphia Detroit Chicago 


San Francisco Los Angeles 
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If you want to make money, 
go where the money is 


There certainly is money in selling time switches. 


There is a profit on the installation and a profit on the 
device itself. 





One of the biggest considerations is of course to choose: 
a time switch that guarantees your profit. And that is 
where the Hartford goes a step further than other 
devices. 


First of all, its special Seth Thomas movement keeps 
the contractor out of the clock repair business. 


In every detail, the Hartford Time Switch embodies. 
more lasting value than has ever before been offered in 
any automatic time switch. 


While the Hartford costs more to build than ever be- 
fore, your profit has been increased and the selling price 
kept on a competitive basis. 


Bulletins and prices will be sent you on request 


HARTFORD 


A. HALL BERRY 


Sole Sales Agent 
71-73 Murray St., New York City 




















mumediale delivers, 
*Smas selling 


Where other good waffle irons stop, 
this Majestic begins to give you 
added selling thunder. 

It is this kind of merchandise that 
gives you the most satisfaction to 
sell, because it makes people en- 
thusiastic about electric appliances. 
When you display and sell a Majestic, 
every desire that you create for it 
brings cash to your register. When 
you ‘“talk’’ a conventional waffle 
iron, the prospect begins to compare 
yours against all other conventional 
types. 

Look into the Majestic. Immediate 
deliveries for Xmas selling. All re- 
quests for literature will be answered 
by return mail. 


BAKELITE 
AND 


COLD MOLDED 
INSULATION 











American Insulator Corp. 


NEW YORK OFFICE: 
52 Vanderbilt Avenue 








Majestic 
Electric Appliance Co. 
1705 Allegheny Ave., Philadelphia 


San Francisco Kansas City 


PLANTS: NEW FREEDOM, PA.; DANBURY, CONN. 
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Molded Plural Plugs—Switches— Attachment Plugs 

— Heater Connectors—Cord Sets—Flush Plates and 

Electrical Devices Manufactured to a Higher Stan- 

dard of Quality—Sold to Insure a Higher Profit for 
Both Jobber and Dealer 


\ 





Che Season's Greetings 


ITE 








TRADE MARK REG. 









REYNOLDS SPRING COMPANY 
JACKSON, MICHIGAN 











Boston : New York : Philadelphia : Atlanta : Pittsburg : Chicago: 
Detroit : Dallas : Kansas City : Los Angeles 
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PROVE THE VALUE ,ECONOMY, 
CONVENIENCE OF‘CO-OP MONTHLY 
Co-oP Monthly is published by America’s Pioneer Elec.  WAJOMACIKS -See for TUT TAS elf 


trical and Radio Mail Order House. It is sent free every 
month to dealers. December issue now ready for mailing. 






Use “Co-oP Monthly” right now 
for those last minute Xmas orders. 
Know why thousands of Dealers 
use Co-oP Service. ! 


You get quality merchandise and 
greatest economy. 


Tell us to send “Co-oP Monthly” to you 
regularly. It lists only standard, approved 
Electrical Supplies, Fixtures, Lamps, Heat- 
ing Appliances, Motors and Radios. 


We sell wholesale to legitimate dealers 
only. 


Co-oP fixture catalog No. 27 just 
off the press—write for your copy 
today. 





Cooperative lectrical 
Supply House 


33 N. Union St. 110 Mercer St. 
Chicago, III. New York,Cily 


Hamilton Beach ‘ail Bl B Y 7 
is a Year Around Line— Ue, 2, 
and it’s Nationally Advertised 


the year around. Door Bell 
Transformer 














Make Sure You’re Well 


Stocked—Order from 
your Jobber. 


Hamilton Beach Mfg. Co. 


Racine, Wisconsin 


MMT CL LL : 





SeOUMPHSAUNETED EEN UOAUAUEAEULAUEA LAGU AUOEL LEA GULAOUNUEOLEOOEONGEUOEUOAUUAOSODSOOEOEAGOUEOOENUEOEOOOUOOUUOUSUAUDEGOSUASOUOOEOLOOHUOUODEOEAEALUO UE FRLUET HAS 


3 Leaders 





Approved—Guaranteed | 





1 (JIREMOLD ° 
Guaranteed Guaranteed Writ Pri 
Surface Conduit System Non-Metallic Sheathed Cable aid f 7 ae 
Underwriters’ Standard Underwriters’ Standard 





: Guaranteed 
“Slick-Finish’? Loom 
Underwriters’ Standard 


ST.LOUIS ST.LOUIS 








KILLARK ELECTRIC MEG. CO. 
Tue WirnemorD Company 3940 Benen Avuume, St. Lecie, Bie. 


| 
HARTFORO,CONN. 
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HEMCO 











Hemco National Advertis- 
ing is — givers of elec- 
trical appliances to make 
the gift complete with a 
Hemco Plug. It is pointing 
out the convenience of 
making the selection from 
the Hemco Display Board 
on vour counter. 

















A Plural Plug for every 


need—strong in construc- 
tion—beautiful in finish. 


Use the Hemco Display Board 
to Sell a Plug with Every Appliance 


ELECTRICAL MERCHANDISING 


Gifts of electrical appliances, this Christmas—many of them. Your 
customers will appreciate a timely suggestion to include a Hemco 
Plug with the gift. 


Place Hemco Display Boards advantageously on your appliance 
counters that your customers may see how nicely the quality and 
appearance of Hemco Plugs match that of their purchases. 


In most homes each additional appliance requires a plug. Hemco 
National Advertising is telling givers of electrical appliances to make 
the gift complete, to include a Hemco Plug. These sales messages are 
pointing out the convenience of making the selection from the dis- 
play board on your counter. They will be looking for it. 


Now is the time to check up a bit. See if these boards are placed 
to best advantage. Perhaps you'll need one or two more. 


It means increased profit for you. Avail yourself of this sales help. 
The attractive, metal Hemco Display Board costs you nothing. It is 
free to Dealers. 


If you haven’t a supply or need one or two additional you can get 
them quickly. Write us at once. We'll see that you get a supply. 


George Richards & Co., 557 W. Monroe St., Chicago 


Georce RicHaros & COMPANY wc. 
557-Wesrt Monroe STREET- CHicaco,/LtINo/s. 
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Every Radio Owner 
will Want These 





The Hemco Tube Tester that 
shows which tubes are not up 
to par and the Hemco Vita- 
lizer that makes poor tubes 
good. Priced attractively for 
your radio trade. Write for 
complete information. 
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@ Wh \ MTNA TTT 
Why Your Speedometer 


Is Accurate! 





PEEDOMETERS must be accurate. 
So when the North East Service Inc. 
needed a smooth, even, dependable source 
of power for testing their speedometers, 
they naturally came to Dumore. 

As we have served them, perhaps we can 
serve you. Our Engineering Service Depart- 
ment knows how to adapt small motors to 
new and unusual uses. Put your problem 
up to us. 


Wisconsin Electric Company 
19 Sixteenth St. «+ Racine, Wis. 


DUMORE 
Fractional HPMotors 


2 


No.3GM—Stripped Type A—Stripped 





Type SAX 
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Where Pennies 


Mean Dollars 


The savings you make by using IDEAL Wire Mie 
Connectors, instead of the old-fashioned my 
solder-and-tape method, means only a few 
cents on each joint— 
but every contractor 
makes thousands of 
joints a year. 

Dealers find quick 
turnover and _ quick 
profits in IDEALS. 
Manufacturers of elec- § 
trical specialties are al- | 
most unanimous in their 


choice of IDEALS. 


Approved by Underwriters’ 
Laboratories and Associated 
Factory Mutual Fire Insur- 
ance Companies 
Recommended by Nat'l Flee. 
Code. 


ssenesesesssses FREE SAMPLE COUPON sseerscesnsvess ' 
IDEAL COMMUTATOR DRESSER CO., 





1037 Park Ave., Sycamore, Ill. 
Gentlemen: 
Please send me free sample of IDEAL Wire Connector. 


Name 
Address 
City 


Peewee eee err ere eeeee se Sesseeeeeeseeeseeeeres 


eee meee eee eee eee eeeeeseeseeersssesseeesesene 


ee ee ee 

















Small Universal 
Motors 


1/100 to 1/20 Horse-power 
Also battery motors 
in fractional sizes. 


Write and tell us 
your problem. 





No, 44 


Manufacturers of Motors for Over Twenty-six Years 


KENDRICK & DAVIS CO. 


LEBANON, NEW HAMPSHIRE 





UT 





Sturtevant Electric Motors 


Made in fractional sizes 
from 1/20 to % horsepower. 


D.C. and A.C, 
Ball Bearing 
Long Running 












Particularly well adapted for 
driving domestic appliances and 
small machinery. 


B. F. STURTEVANT COMPANY 
Hyde Park, Boston, Mass. 








TUT 
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L. MOTORS 
rSPECUALISTS 2 h-p- 
7 AND LESS 





waisted 


ron Oo YEARS | 


J 









































| cies MOTORS simplify the 
production problems of manu- 
facturers building appliances designed 
for individual motor drive. The 
frames of Emerson alternating current 
motors are interchangeable with those 
of Emerson direct current motors of 
the same ratings and speeds. The im- 
portant dimensions of both types are 
identical so that a substitution of one 
for the other can be made without 


Cy 35 years of specialization in 
building small motors exclusively 
have taught us the necessity of special- 
ization in design also. The large 
variety of Emerson stock motors 
designed to fill specific requirements 
offers you specialized motors at reason- 


50 Church Street, New York City 


REPULSION START INDUCTION ,ZSPLIT 








_ EMERSON 


AND FANS ~ BUILT ‘TC 





Motors Interchangeable for A. C. 
and D. C. Without Alteration of 


Baseplate, Driving Pulleys or Gears 


alteration of base plate, bolt holes, 
driving pulleys or gears. 


This refinement is typical of the many 
practical and money saving features 
in Emerson design. If you face the 
problem of interchangeability in your 
motor installations of 2 h.p. or smaller, 
our engineering department will gladly 
confer with you and, if desired, submit 


‘motors for test. 


Variety of Designs 


able cost and at a real saving in time, 
And the large volume of Emerson 
standard parts always in process, 
offers you the opportunity of com- 
bining a frame especially designed for 
your needs with standard Emerson 
parts at quantity production figures. 


The Emerson Electric Manufacturing Co. 


2018 Washington Avenue, Saint Louis, 
\\ 608 S. Dearborn Street, Chicago 


‘MOTORS 


Missouri 


O LAST 


PHASE, bowers DIRECT CURRENT 
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Industry's + » » 


lO 
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Gone are the mazes of belts and 
shafts that made jungles of our fac- 
tories. Gone—or going—is the day 
of handpower in household and 
industrial tasks. 
Individual electric motors, fractional 
horsepower motors, have come into 
their own—the biggest “little thing” 
in business—speeding up processes, 
cutting costs, increasing output, 
banishing irksome domestic duties, 
extending the benefits of time and 
labor-saving appliances to more 
millions every year. 

| In opening up new 

and profitable fields 


for manufac- 


























“Little Thing” 


turers and dealers, to the benefit 
of the public, Domestic Electric 
motors have rendered a unique and 
spectacular service. Every Domestic 
motor is specifically engineered and 
built for the purpose it is to serve; 
every Domestic motor is a special 
motor; every Domestic representa- 
tive is a consulting expert—without 
the expected price pen- 
alty. Details of a service 





and policy exclusive to 


For protection from 
overload -- the Do- 
mestic Automatic 
Safety Switch 


this company will inter- 
est every builder and distributor of 
electrical appliances. A request will 
promptly bring this information. 


THE DOMESTIC ELECTRIC COMPANY 
7209°25 St. Crain Ave. 


Manufacturers of fractional horsepower motors exclusively 


CLEVELAND, OuIo 
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All set 
for the usual 
last hour orders— 


December always is the peak month for “Play- 
Q-Lites,” so we prepare for it. 


You can get them right up to the last hour. 
It carries a gift appeal that is all its own. 


It slips on or off the piano without the use of 
tools—without scratching or marring. 


It is the perfect light for the piano, especially 
valuable where floor and table lamps light 
the room. 


Finished in mahogany, ebony and walnut, it 
matches the finest piano finishes. 


Its perfectly diffused light is ideal. On piano, 
chair or bed it makes reading a joy. 


It Sells for $5. 


Packed in Handsome Individual Boxes 


Order Through Your Jobber or Direct 


A. HALL BERRY 


Sales Agent 
71-73 Murray St., New York City 


aPl(AVonTE® 
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SHERMAN 


Fixture Connector 
FOR CONNECTING ALL SMALL WIRES 


Patented 
Approved 
Practical 
Economical 
Simple 


Cross Section 
Showing Bridge 


Buy fixtures 
factory equipped 





with Solderless Gomer View 
Connectors 
ready to 
hang Top View 




















Screws cannot come out. 
One size only—takes all wires. 


The practice of equipping fixtures at the factory 
with solderless connections is the final and most 
advanced step in fixture development. 
Avoids dangerous practice of 
and 


twisting together stranded 
solid wire. 


All Brass—perfect conductiv- 

ity. Unbreakable. 
The Sherman Fixture Connector by virtue of its 
design already has established its greater practica- 
bility and its economy. 

Wires cannot go in wrong 


place. Instant perfect connec- 
tion in the dark. 


Favored by inspectors—quick- 

est to inspect and safest joint. 
It has been in use for years and is the logical solder- 
less connector to be specified by the Contractor- 
Dealer and to be adopted by the fixture manu- 
facturer. It requires only tape, and a safe electrical 
joint must be taped. 


Strongest joint — cannot jar 
loose by vibration. 


Cheapest — costs less than 
nothing. Time saving more 
than pays cost. 
Solderless wiring is standard practice today— 
Sherman Solderless Connectors offer greatest econo- 
my and ease of installation—specify them on those 
next fixtures you order. 


A free sample will be sent to Jobber, 
Contractor-Dealer or Manufacturer 


— H. B. SHERMAN MBG. CO. 
Battle Creek, Mich. 
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Installing Hfgo-L ise 


The Combination Pilot Light and Switch 


IS PROFITABLE BUSINESS 


You , You 
Know Know , 
When a When a 
Light Light 
Is Is 
ON OFF 





Order a sample and see for yourself the sales possibilities of this 
device. Order thru your jobber. 


Sho-Lifle inc., Dept. M. 


141 Merrimac Street, Boston, Mass. 


-PLEX TAPE 


S858 

2-Plex is a high-grade friction tape 
and a heat-tested insulating rubber 
tape combined into ONE tape. 
This enables you to wrap a joint 
in one operation, NOT two, and 
have a safe, satisfactory, easily 
done job. 


2-Plex tape can cut your labor costs 
and increase your profits. It has for 
other electrical contractors. 


Order from your jobber or send for gen- 
erous size free sample. 


Holfast Rubber Co., Atlanta, Ga. 









PUUEAUUSUUNSTAGUASEOOOGESODUUUOEUEROSSOURUEEULAUEIOEOEOEL 








<usvs44Ued4eo404440004440UUSASEO000QE00080000001 bao anes upoassanassannadeceened couse teeneende! tOt6dd11¥4 


Radio Mailing Lists 


20099 Retail Radio Dealers............... Per M $ 7.50 
2285 Radio Mfrs....... ae OE Ree Reis Per List 20.00 
2530 Radio Supply Jobbers............ = * 2 


1553 Radio Supply Jobbers rated $5000 


and up..... pda piasseeeeesinsewne 15.00 
1054 Radio Supply Jobbers rated $50,000 

and up...... FIORE POT ROC CCE EL “ 10.00 
886 Mfrs. making complete sets........ “ “ 10.00 


and 50 other Radio Lists, U. S. and Foreign countries. 
Ask for detailed price list, guaranteed 98% correct. 


A. F. Williams, List Dept. 
166 W. Adams St., Chicago 


Pn 





MACHINE SCREWS 
SCREW MACHINE 
PRODUCTS 


Wire Forming 
Light Metal Stampings 


WARNER BROTHERS COMPANY 
Metal Division 
BRIDGEPORT, CONN. 











WEATHERPROOF 


RUBBER 
COVERED 


SLOW BURNING 


BARE 
COPPER WIRE 





PHILLIPS WIRE COMPANY 
PAWTUCKET, R. I. 


GARFIELD 
Insulation 


“GUMMON” is the standard and 
original Cold Molded Insulation, made 
by the oldest and largest producer. 
Continuously improved to meet increasingly exacting 
requirements. 


GUMMON 


Se 





Get our booklet. It will pay you to 
know Garfield Insulation — Strong — 
Serviceable — Economical — Heatproof. 


GARFIELD MANUFACTURING Co, 
Garfield, N. J. 




















ATLANTIC 





Including all types of rubber covered, and rubber cov- 
ered lead encased wires and cables, bare wire, magnet 
wire, and flexible cords. 


ATLANTIC INSULATED WIRE 
& CABLE COMPANY 


Rome, N. Y. 





Suppose you save only 2 to 5 hours 
on the average small job— 


Bending, cutting and threading 
conduit at the shop is costly. 
Without even considering the 
frequent miscalculations in 





length, bend, ete., the time spent 
on the average job in running 
back and forth to the shop is a 
needless waste of profit margin 
A Martin portable vise stand can 
be carried to the job as handily 
as any tool bag. Its leg spread 
makes it as steady as though 
mounted on your truck. 

Over 25,000 contractors are 
using them because of the 
number of hours they save on 
every job. 

We will send you one for trial, 
to be returned at our expense Fi. P, Martin & Sons 
if after ten days you are not 


completely satisfied. 


621 E. 2nd St., Owensboro, Ky. 











TLE EC 
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In January— 
a monthly magazine 


Serving the electrical West 


N JANUARY 1, 1927, the Journal of Elec- 
tricity will change its name to Electrical West. 
Serving as it does the electrical industry of the eleven 
Western States, the new name, Electrical West, 
will more closely define the field and the function of 
the paper. 

Beginning with the January 1927 issue, Electrical 
West will be published monthly, on the first of the 
month, rather than semi-monthly as in the past. 

The Journal of Electricity was founded in 1887 
and has served the special needs of the electrical 
industry of the West for almost 40 years. It has been 
a faithful medium for the development and the inter- 
change of ideas and plans through every period of 
the outstanding engineering and commercial achieve- 
ments of this section. 

Under its new name, Electrical West, this tradition 
of service will be faithfully upheld. Editorial 
plans call for even more particularized attention to 


the special needs of this great electrical empire of 
the West. 


Electrical West 


with which is consolidated the Journal of Electricity 
A McGraw-Hill Publication 
883 Mission St., San Francisco, Cal. 


THE January issue —the first 
under the new name, Electrical 
W est—will have unusually strong 
reader interest. Advertising value 
will be equally strong. Advertis- 
ing forms close in San Francisco 
on December 20th. 


























December, 1926 








& f-7 ELECTRICS 


TRADE MARK 


Speed Up Your Sales 


Every dealer who carries the L&H Electrics 
knows that they are quick movers. They 
enable him to make big profits on the small- 
est consistent investment. 


The L&H Electrics Ranges have won recog- 
nition everywhere for their superiority in 
design, construction, desirability and ease 
of operation. The Full Automatic Time 
and Temperature Controls, the rust-proof 
porcelain enamel finish, the one-piece ovens 
with rounded corners and their other im- 
portant advantages are selling points of 
demonstrated strength. 


Note this fact also, that when the sale of 
an L&H Electrics Range is made you are 
not going to have a lot of calls for “servic- 
ing.” They are built to operate to the cus- 
tomer’s satisfaction. 


Ask your jobber about the L&H Electrics 
or write to us for information on this profit- 
making line. A letter or postcard will bring 
facts of interest to you. 


A. J. LINDEMANN & HOVERSON CO. 
1245 Cleveland Ave. Milwaukee, Wis. 










Branches at 
H Electri Long Beach Building, New York, N. Y. 
a 1636 14th Street, Denver, Colo. 
a L&H Building, Chicago, Ill. 
215 Bryant Street, San Francisco, Cal. 














In addition to the articles shown here, our 
line of Electric Appliances also includes: 
Hot Plates Urn Heaters 
Curling Irons Testing Ovens 

Heating Pads Irons, etc. 









L@H Electrics 
Table Stoves 










=o 


LG&H Electrice 
Waffle Irons 
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Heet-feet 
Electric Register 
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NINE SIZES IN TWO DIMENSIONS 
Large—2000, 2500, 3000, 3500 or 4000 watts. 
Small—1000, 1200, 1500 or 1800 watts. 


(0a A Paying Proposition 


“Coppersert”’ 
Water Heater 














Equipping homes with electric 
heating convenience is a paying 
proposition. Here is a kitchen 
in one of 350 Seattle homes that 
are electrically heated through- 
out with Apfel’s 1007 electric 
heating systems. 


‘There is just such business in 
your city. Go after this busi- 
ness with this high quality line 
of electric devices. 








‘“Heet-feet Electric Registers” 
for parlor, bedroom, kitchen and 
bath. 

“Coppersert Electric Water 
Heaters” fit any range boiler. 
“100% Electric Radiators” 
real radiators not reflectors— 





for 600W size 


Puts water heaters on 


LG&H Electrics 


“Turnsit” Toasters 











portable—Nine sizes. 


Get the complete facts on these prod- 
ucts. Write our nearest office today. 


No. Calif, So. Calif. 
. W. Forsyth R. Wolfsberg, Inc. 
1175 Howard St. 1851 Industrial St. 
San Francisco Los Angeles 








a popular sales basis. 
No extra plumbing. 
Cannot oxidize. Ele- 
ment sealed, air and 
moisture proof, 


ELECTRIC HEATING & MFG. CO. 


6th No. and Harrison Sts.,. SEATTLE, WASH. 


Florida 
Robertson Supply Oo. 
Orlando 
Florida 
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Have your 


stock allready 
for use 





No. 1 and 2 Kits 

For Small Horse Power 
Motors. 

No. 1: 300 brushes and 120 

springs in respective com- 

partments ready for imme- 

diate installation, Brush ends 

are turned to fit the springs. 

Price, $10.00. 

No. 2: 150 brushes and 60 

springs. Price, $5.00. 


No. 30 Kit 

Repulsion Induction Motors 
Complete with chart, simpli- 
fles immediate selection of 
exact type brush. 
Over 200 different types of 
motors can be accommodated, 
78 brushes to kit. Price, 
$14.95. 

No. 35 Kit 

For Single Phase Motors. 

132 brushes accommodating 
over 300 motors, includes 
chart, especially valuable for 
service men, repair shops, 
motor dealers, etc. Price, 
$25.00. 


OHIO 
BRUSH KITS 

















Vol. 36, No. 6 










brush replacement 





ANNETTE 


The Select Gift 





No. 46 






Model No. 30—List 
Model No. 20—List 
Model No. 42—List 
Model No. 44—List 
Model No. 46—List 





No. 20 
No. 44 


The Real Home Cigar Lighter 


Lights cigar, pipe or cigarette on 110-volt circuit. 
Equipped with 6 ft. of superflexible silk cord with 
attachment plug that fits into any standard light 
socket or appliance outlet. 

All models finished in statuary bronze but No. 30 
which is oxidized silver. 


Order your stock at once. Immediate delivery. 


THE HANCE-PARKER MFG. CO. 


MERIDEN, CONN. 








Now another 
Big Selling Advantage! 


Celestialite glass now brings to 
Planetlite’s extraordinary diffu- 
sion a quality of light that is very 
near perfect. 





<a 








Do you know all six of the selling 
advantages that Planetlites give you? 
If not, let us mail you the details. 


PLANETLITE ix 


Inc. 
342 Madison Avenue, New York City 














SIDEWALK PROJECTOR 


SED to project announcements and 

sales messages upon the sidewalk— 
from a show window or other location 
within the building line. A small in- 
expensive stereopticon furnished com- 
plete with lens, lamp cord, 
and attachment plug; ac- 
commodates a 100-watt 
G-25 Mazda lamp—vwrite 
for catalogue. 


KLIEGL BROS 
{2} :@: 
Universat Evectric STAGE LIGHTING Co., Inc 


32! West 5Oth Street 
NEW YORK. N.Y. 
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Greeting 


While this has been our biggest 
year, still greater satisfaction is 
taken in the number of friends 
we have made. 


We extend our heartiest greet- 
ings and thanks to our Customers, 


men. 
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Eagle Electric Mfg. Co. 
59-79 Hall Street, Brooklyn, N. Y. 


All our divisions now combined in one 


Sales Representatives and Sales- 


We shall continue to work to de- 
serve your confidence and friend- 
ship during the coming year. 


large establishment. ‘ 
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Easy and economical to operate 
—safe, small, compact—made 
in 50, 100 and 165 egg sizes—32 
or 110 Volts, AC or DC— 
Window in top—not necessary 
to raise lid to see eggs or 
thermometer. 


Complete Line 
OAKES 
Poultry Supplies 


Used by leading poultry raisers 
and sold by leading dealers 
everywhere. Also hot air and 
hot water incubators, hovers, 
brood coops, feeders, fountains, 
hoppers, etc. 


| aaa ee 


4 ~nreing “Hs re 
“The OAKES ELECTRIC HEN | 
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‘Will Hatch Out Life-Size 
PROFITS FOR YOU. 


Hatching chicks electrically is sure, simple and easy. Poultry and farm 


magazines recommend it. 


There are hundreds of prospective buyers in 


your immediate vicinity—farmers, poultry raisers and suburbanites. The 
Oakes Electric Hen is a profitable investment for them—it is a profit 
leader for you that should be added to your lines immediately. 


The Oakes Electric Hen hatches 
every good egg. Can also be used 
to raise chicks after they’re hatched 
—combined hatcher, hover and egg 
tester. The Oakes line also in- 
cludes quick selling Electric Hovers, 


Electric Egg Testers, and Electric 
Fountain Heaters. 

The coupon below will bring you 
our latest catalog, discounts and 
complete information on Oakes 
Electric Equipment and Poultry 
Supplies. Fill it in now. 


OAKES MANUFACTURING COMPANY 
365 Dearborn St., Tipton, Indiana 











PLUG IN ON PROFITS HERE ! & 


We are interested in the Oakes Electric Hen and the complete line of Oakes Quality : 
Poultry Supplies. Send us catalog and discounts. 
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Now Available! 


A 
National Survey 
of the 
Entire 
Electric 
Refrigeration 
Situation 














The Latest Information 


on 
ELECTRIC REFRIGERATION 
including 
types of refrigerators most popular selecting, training and paying of salesmen 
— possibilities for reduced prices, design ice company competition 
changes, etc. oe ; 
ne ' ed —use of trial installations 
—guarantees and servicing a : 
nA Ss é ™ —" —advertising—location of store 
—sales position of the electric light and P ‘ ; 
power companies —price situation 
—time payment policies —analysing local market 
—power rates —inspection and repairs 


-and information on many other problems confronting the manu- 
facturer, central station, distributor and dealer is given in the 
Electric Refrigeration Survey. 
Order now— : Saat 
aioe Electrical Merchandising 
ne Oliar per COPV ; : 
I D} Tenth Avenue at 36th Street 
(Please make payment : ee: 
avith order) New York, N. Y. 








Electrical Merchandising, Tenth Ave. at 36th St., New York 
Gentlemen: 


Please send me...... copies of the National Refrigeration Survey at One Dollar per copy 
for which I enclose payment. 


Company 


Address 
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Hleisterginger 


CONE 
NOTHER Tower Sales Leader—the } 


new Meistersinger Cone for those who \ 
demand highest quality both in appearance 
and performance. Unlike the average 
model, the Meistersinger serves a double 
purpose—it may be employed as a table 
model or hung on the wall by simply de- 
taching base. Cash in on this feature! 

The powerful  direct- 


drive unit is protected 
by a beautiful mahog- 
any finish frame with 
ply-wood —sound-board 
back. Art metal base. 
Free-edge construction 
and many other fea- 
tures. Highest quality. 











With the introduction of the Meistersinger, 
the Dealer now may offer a non-competitive 
Tower value in every price class. 


Write us for your Distributor’s name. 
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RADIO 
PRODUCTS 











No. 602 Receiver, Art Console 
“‘Universal’”’ Type. American Walnut. 
Six tubes, totally shielded. Equipped 
for use with either loop or fixed 
antenna, 


Radio receivers unexcelled in beauty and performance ; 
Cone Type Loud Speaker with a Violin Soundboard— 
all worthy the name of a company with over thirty 
years experience in the manufacture of voice trans- 
mission and voice reception apparatus. 


The Stromberg-Carlson Telephone Manufacturing 
Company has made its franchise the most valuable in 
the industry by backing up the excellence of their prod- 
uct with persistence in advertising. Write for details 
of the factory-to-dealer plan of radio merchandising. 


ise 


Stromberg-Carlson Te 
Rochester, N. Y. 


Stromberg-Carlson 
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Make Your 
Appliance Line 
Complete! 





I AKE your line of labor-saving laundry appliances 

complete by adding the Lamneck Dryer. Every 
housewife is a prospect. With a Lamneck in her laundry 
room she can wash on the same day each week regardless 
of weather conditions—and complete the entire laundry 
process—washing, drying, ironing—on the same day in 
the same room. 


The Lamneck Laundry Dryer 


is equipped with either gas or electric 
heating units as specified. It dries clothes 
by indirect heat. It protects them from 
dust, soot, and whipping winds. And 
they cannot become scorched or discolored 
because the temperature is perfectly regu- 
lated—automatically. 


The Lamneck Dryer is compact and neat in ap 
pearance. It requires only 10 sq. ft. of floor 
space—yet the 12 stainless-metal rods afford 
drying space equal to 60 ft. of clothesline 


Let us tell you more about the lavor-saving 
Lamneck—and about our attractive dealer 
proposition. 


MTEC 


The W. E. Lamneck Company 
Dept. E, Columbus, Ohio 
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1926 


Census of 


CENTRAL STATION CUSTOMERS 


by Counties. 
Now Available 


This census gives the number each 
of residential, cornmercial and indus- 
trial customers of electric light and 
power companies for every county in 
the United States, arranged by states. 


Manufacturers of electrical equip- 
ment and appliances need this com- 
pilation as a basis for laying out 
territories and establishing sales 
quotas. 


The edition is limited. Order now! 


Price $5.00 


Published by 
ELECTRICAL WORLD 


Tenth Ave. at 36th St. 
New York, N. Y. 
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HE careful inspec- 
tion your work gets 
in our factory insures that 
your parts will assemble 
as they should when you =“ 
put them together in your 





factory. This is something 
you should consider when 
you are tempted to buy 
stampings on a price basis 
alone. 





Try us. 


PATTON-MacGUYER CO. 


Superior Small Metal Stampings 


17 Virginia Ave., PROVIDENCE, R. I. 
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“stay put” 
“Here's Why: 


VERY Robbins& Myers Motor you sell insures 

yourcustomerof power not only fortoday,but for 
years to come. And no risk toyou. They’re that kind 
of motor. One profit—a generous one—that will 
never be eaten up by calls for free servicing. 


Here, for instance,are nine excellent reasons why this 
is true of Robbins & Myers Type “RF” Fractional 
Horsepower Motors. And it is equally true of all 
Robbins & Myers Motors. May we show you why? 


1 Unique brush shifting de- 6 Feet are cast integral with 
vice permitsinstant reversal body. % and % h. p. have 
of direction of rotation slotted feet; 14 and % h. p. 
; mounted on sliding base 
with screws for belt adjust- 
ment 
Front head integral with 
body; rear head separate 


Windings are treated to 
protect them against mois- 
ture and weak acids 


Fan mounted on armature 
keeps motor coolatfullload 


CO ~] 


Special design waste- packed 
bronze bearings have oil 


KW N 


Short-circuiting device is 


separate unit; simple in con- holes top and bottom; 

struction, positive in opera- motor may be mounted in 

tion any position without chang- 
5 Paper pulley permits low ing end heads 

belt tension, resulting in 9 Four leadsare brought out; 

greatly extended life for belt connection is easily made 


and bearings for 110- or 220-volt line 


THE ROBBINS & MYERS COMPANY 
Springfield, Ohio + Brantford, Ontario 


CHICAGO, 1825-29 Transportation Bldg. + CLEVELAND, 1239 W. Third St. + New 
York, 30 Church St. + CHARLOTTE, 217 Latonia Bldg. « St. LOUIS, 1922-26 Chestnut 
St. - BosTON, 250 Congress St. + CINCINNATI, 9 E. Third St. + BUFFALO, 831 Elli- 
cott Sq. Bldg. + PHILADELPHIA, 1418 Walnut St. - SAN FRANCISCO, 317 Rialto Bldg. 


Motors <i an! 
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January 3rd 


“Business Resolutions 
Day” 
Tue First Bustness Day 


of next year may not seem very different from the 
last business day of this year. But in the mind of 
every electrical retailer, wholesaler and contractor, 
a sharp line will divide 1927 from 1926. 


On January 3, 1927——“Business Resolutions Day” — 
and for some time after, the electrical business man 
lays plans for the new year. He resolves not to do 
many things he did the year before. He lays plans 
for expanding his business, for taking on new lines 
and making new profits. His January planning comes 
at a time when stocks are depleted from Holiday 
sales. This makes January a buying as well as a 
planning month. 


Psychologically, January sets buying trends for the 
rest of the year. Habits of carrying certain lines are 
formed in the early part of the year. That is why 
the far-sighted manufacturer gives much publicity to 
his products in January. 


The January issue of Electrical Merchandising, for 
example, is an effective and economical medium for 
getting the manufacturer’s sales message before 15,000 
buyers at an opportune time. These reader-buyers— 
central station merchandising executives, jobbers, 
contractors, dealers and non-electrical retailers of 
things electrical—find in the editorial pages of the 
January issue of Electrical Merchandising plans to help 
them in their 1927 business. Logically, they look to 
the advertising pages of that issue for merchandise 
with which to make 1927 their most profitable year. 


Electrical Merchandising 
a McGraw-Hill publication 
473 Tenth Avenue, New York City 
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thought of....... 
Out beyond the Water Mains! 
BETTER homes are going up,—homes that need 


running water—and when they get it, they'll 


~ want Washing Machines, Ironers, Dish Washing 


Machines, and all sorts of electrical equipment 
that is desirable! But first—they must have run- 
ning water! You supply it with a Paul Electrical- 
ly Driven Prive*e Water System. 


Small investment, small effort, pays 
big returns. Our dealer helps will 
make sales easy. Ask us about it! 


The Fort Wayne Engineering & 
© Manufacturing Co. 


Fort Wayne, Indiana 


Aes 








- a a? - 
Aone e~ % ? ™ 
acto _, Address — Se 















” aos MAIL 


. 
THIS! 
The Fort Wayne Engineering & Mig. Co., 
1711 N. Harrison St., 
Fort Wayne, Indiana. ae. aes 


pave the way for new sales. 








Tell us more about Paul Water Systems and how they 
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err reer rey err ey TTT eT eT eee $6.00 net. 
All Types Vacuum Cleaner Armatures, re- 
PR er rer re peer reer er $3.50 net. 


Highest Quality Armature 
and Stator Winding 





H.P. Washing Machine Motors, any make, 


H. M. Fredericks Co., Lock Haven, Pa. 


Armature Winding Specialists 








SHOW CASES— 


IN ELECTRICAL AND RADIO STORES 


permit a selling presentation equal to none 
as well as enhancing the interior beauty 
and atmosphere of your sales room. 


Quick deliveries and Terms to Suit on 


Wall Cases—Counters—Shelving and 


Complete Interior 
Store Fixture Equipment 


W. FRED McLEAN 


457 Washington Ave., Long Island City, N. Y. Tel. Astoria 4300 
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ASK JIM 


BETTS 


He makes the only Flashing Plug with an unconditional 
5 year guarantee 
1395 SEDGWICK AVE., NEW YORK, U. S. A. 





QUUEUUEACEREOEU TAU DERDEOCTER TOUT EE TEETER EE tree 1 








Only reliable products can be 


continuously 


advertised 
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Southern Electric Co. 
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There’s a Peco-Proven Product te 
Solve Every Electrical Problem. 





Vol. 36, No. 6 


55th Year 
National Electrical 


BALTIMORE i 
Richmond Norfolk Write for a Supply Co. 
Information Either WASHINGTON GREENSBORO 
and Prices q . Cc. 


Electrical Merchandise 
Commercial and 
Residential Fixtures 


RADIO 


“Southern Service Satisfies”’ 





Asheville 





PIEDMONT 
ELECTRIC 


COM PAN Y 
Greensboro 


N. CG 


Jobbers 


Since 1870 
Radio Equipment 
Electrical Supplies and Appliances 
Machinery and Mill Supplies 
Automobile Accessories 


—— Distributors for 
gee: re Radio a. 











—— 


WHAT AND WHERE TO BUY 


Electrical Appliances and Supplies Manufactured by 


Beaters in ted in any articles not listed in these pages are 
cordially in nal inform us of their wants and every effort will 
we made to put bon in touch with the proper manufacturers. 


Advertisers in this Issue 


Readers’ Service Department. 


ELECTRICAL MERCHANDISING, Tenth Ave., and 36th St.. New Yours 





Accessories, Cable & Wire 
Sherman Mig. ba H. B. 
Simplex Wire & Gable Co. 


Adapters 
Curtig Lighting. Inc. 
Graybar Electric Co. 


Adapters, Vase Lamp 
Bryant Elec. Co. 
Eagle Elec. Mfg. Co. 
Faries Mfg. Co. 


Advertising, Magazines and 
Newspapers 
Good Housekeeping 


Agents, Mfrs. (See Jobbers) 


Air Compressors, Electric 
General Electric Co. 


Alarms, Burglar, Fire, Tank 
Graybar Electric Vo. 


Armature, Commutators, 
Coils 
H. M. Fredericks Co. 


Arresters, Lightning 
General Electric Co. 


Autemobile Accessories, Elec- 


trie 

Benjamin Elec. Mfg. Co. 
Graybar Blectrie “o. 
Sherman Mfg. Co.. H. B. 
Wakefield Brass Co.. F. W. 


Batteries, Dry, Radio 
“BR” & “CO” 


National Carbon Co. 


“A 


Batteries, Dry 
Graybar Electric Co. 
National Carbon Co. 


Batteries, Storage 
@raybar Electric Co. 
National Carbon Co. 


Gattery-Charging Equipment 
General Electric Co. 
Graybar Electric Co. 


Bearings, Ball 
— crima-Hoftman Bearings 


Tinben Roller Bearing Co. 


Bearings, Roller 
Timken Roller Bearing Co. 


Bearings, Motor and 


Generator 
Norma-Hoffman’ Bearings 


Corp. 
Timken Roller Bearing Co. 


Benches, Vise 
Martin & Sons, H. P. 


Benches, Conduit and Pipe 
Graybar Electric Co. 
Martin & Sons. H. P. 
Wiremold Co., The 


Benches, Washing Machine 
Horton Mfg. Co. 


Blowers, Organ & Forge 
Buftalo Forge Co. 
Clements Mfg. Co. 


Blowers, Portable, Electric 


Clements Mfg. Co. 


Books, Electrical & Technical 
McGraw-Hill Book Co. 


Boxes, Junction and Outlet 
General Elec. Co. 

Graybar Electric Co. 
Wiremold Co., The 


Boxes, Meter and Service 
General Electric Co. 
Graybar Electric Co. 
Square D Co. 


Boxes, Switch 
Graybar Electric Co. 
Hart & Hegeman Mfg. Co. 








Brass Fixture Parts 
(See Fixture Parts & Ae 
cessories) 


Bronzing Lacquers 
(See Lacquers) 


Brushes, Carbon 
General Electric Co. 
National Carbon Co. 
Ohio Carbon Co. 


Bushings 
Graybar Electric Co. 


Buttons and Indicaters, Rad- 
iant (See Locators) 


Buzzers (See Bells & 
Buzzers) 


Cabinets Refrigerators 
Lamson Co. 


Cable, Armored 
General Electric Co. 
Graybar Electric Co. 
Simplex Wire & Cable Co. 
Tubular Woven Fabric Co. 


(See Acce- 
Cable) 


Cable Accessories 
sories, Wire & 


Candles, Candelabras 
Elastoid Fibre Co. 
Fibro Products Co. 
Guth Co., Edwin F. 


Caps (See Plugs, Attachment 
y Caps 


Caps, Color, Diffusers & 
Hoods 
Betts, Inc., James H, 
Curtis Lighting, Inc. 
Graybar Electric Co. 
Reynolds Spring Co. 





For the addresses of the 
manufacturers listed here, 
please refer to their ad- 
vertisements in this issue. 


For index to advertisers 
see page 193. 





Carbons 
National Carbon Co. 


Compounds, Soldering 
Ohio Carbon Co. . 


General Electric Co 


Condensers, Radio 
Castings, Iron, Brass Hart & Hegeman Mfg. Oo. 


Faries Mfg. Co 


Conduit Benders 

Chain, soe Graybar Electric Co. 

Faries Mfg. 

Graybar ieetrie Co. ¥. W. 
a rase 

Conduit peer wo (See Fit- 

tings, Condui 


Casta, =~ “‘. : 

ryan ec. UO. 
Conduit, Flexible 

Graybar Electric Co. General Electric Co. 

Graybar Electric Co. 

Tubular Woven Fabric Co. 

Chandeliers, (See Fixtures, 


Lighting, Ridig) 


Conduit, Rigid 
General Electric Co. 


Choke Coils (See Coils, Graybar Electric Co. 
Choke) 


Christmas Tree Lighting 
Outfit 


Cone. Underground 
8 
General Electric Co. 


re 
Graybar Electric Co. 


Connectors, Cord and Lams 
Arrow Elec. Co. 

Beaver Machine & Tool Co. 
Bryant Elec. Co. 

General Electric Co. 
Graybar Electric Co. 
Harvey Hubbel], Inc. 
Ideal Commutator Dresser 


Co. 
Sherman Mfg. Co., H. B. 


Cigar Lighters, Electric 
Electric Heating & Mfg. Co. 
Hance Parker Mfg. Co. 


Wolcott Mfg. Co., Frank E, 


Circuit Breakers 
General Electric Co. 
Graybar Electric Co. 


Clamps, Insulator 
General Electric Co. 


Graybar Electric Co. Connectors, Set Screw 


Grayhar Electric Co. 
Weiss & Biheller 


Cleats 
General Electrie Co. 
Graybar Electric Co. 


Square D Co. Connectors, Wire 


Bryant Elec. Co. 

Graybar Electric Co. 
Ideal Commutator Dresees 

Coils, Choke Co. 

General Electric Co. 

Graybar Electric Co. 


Controllers, Motor 
Cutler-Hammer Mfg. 
General Electric Co. 
Graybar Electric Co. 


Co. 


Colorings. Lamp (See Lamp 
Dips & Frostings) 


Commutator Stones Cook Stoves (See Stoves, 
Covuk) 








eg Commutator Dresser 





(Continued on Page 189) 
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pn Fireless Type 
Excel Electric Co. 


Cooking Appliances, Electric 
ar ieee Ob 
ar ec’ 
A. Lindermann & Hover- 


n Co. 
Buseell Elec. Co. 


Enamel 


Cord Connectors (See Con- 
nectors) 


rd, Heater 

coor t lay & Tool Co. 
Berry, Hall 
General A come Co. 
Rockbestos Corp. 


Wire Co. 
Soke Wire & Cable Co. 


d, Lamp 

“Ailantie” tos & Wire & 
Cabl 

General Electric Co. 


Rome Wire Co. 
Simplex Wire & Cable = 
Tubular Woven Fabric Co 


Current Taps 

Anylite Electric Co. 
Arrow Elec. Co. 

Beaver Machine & Tool Co. 
Bryant Electric Co 

Hart & Hegeman Mfg. Co. 
Harvey Hubbell, Inc. 


‘ 


Cut-Outs 

Bryant Elec. Co. 

General Electric Co. 
Hart & Hegeman Mfg. Co. 
Johna-Pratt Co. 

Sears, Henry D 


Decorative Lighting (See 
Lighting Decorative) 


Dials. Knobs and Panels 
Hart & — Mfg. Co. 
Richards & Co., George 


Diffusers (See Caps, Diffusers 
& Hoods) 


Dimmers, Lam 
Anylite Electric Co. 
Berry. A. Hall 


Distributors (See Jobbers) 


Driers, Clothes, Electric 
Lamneck Co., W. E. 
Savage Arms Corp. 


Driers, Hair & Hand, Electric 
Arnold Electric Co. 
Eastern Laboratories 
Geier Co., P. A. 
General Electric Co. 
Hamilton Beach Mfg. Co. 
Torrington Co. 


Dry Batteries (See Batteries. 
Dry) 


Electric Ranges (See Ranges, 


Electric) 


Electric Signs 
Flexlume Corp. 


Electro-thrapeutic Appl. 
Eastern Laboratories, Inc. 


Elements, Heating, for Irons, 


Doval Mfg 


Co. 
ulema Electric Heater 


Fans, Ceiling, Adjustable & 


Fans, Desk 


ELECTRICAL MERCHANDISING 


Eagle Electric Mfg. Co. 
Electric Heating & Mfg. Vo. 
Rockbestos Corp. 

Wiegand Co., Edw. L. 


Zeller Lacquer Mfg. Co. 


None-Adjustable Blades 
— Electric Co. 
merson Electric Mfg. Co. 
gana Electric Co. 


and _ Bracket, 
Oscillating and Non ‘ 
oscillati -_ 

Century Electric Co. 
Emerson Electric Mfg. Co. 
General Electric Co. 
Graybar Electric Co. 
Kendrick & ae Co. 
Sturtevant Co., B. F. 
—— Elec. & Mfg. 


Fans, Exhaust and Ventilat- 
ing 


American Blower Co, 
Buffalo Forge Co. 
Century Electric Co. 
Emerson Elec. Mfg. Co. 
General Electric Co. 
Robbins & Myers %- 
Sturtevant Co., B. F 


Fan Motors 
(See Motors, Fan) 


farm Lighting Plants 
(See Plants, Light, Power) 


eg Conduit 

aries Mfg. Co. 

Sinema Electric Co. 

Guth Co., Edwin 

Hart & a Mfg. Co. 
Moe-Bridges Co. 

Wakefield neeee, = F. W. 
Wiremold Co., 


Fixtures, Decorative 
Union Metal Mfg. Co. 


Fixture Parts and Accessories 
Acme Lightin — Co. 
Alter & Co., 

Co- operative in Supply 


Co. 

Faries Mfg. Co. 

Pianetlite Co., Inc. 

Sears, Henry D. 

Wakefield Brase Co 
Westinghouse Elec. 
Co. 


& Mfg. 


Fixture Lighting, Adjustable 
Acme Lighting Products Co. 
Benjamin Elec. Mfg. : 
Faries Mfg. Co. 
Full-O-Lite Co., Inc. 
Guth & Co., Edwin F. 
Moe Bridges Co. 
Planetlite Co.. Inc. 


Fixtures Lighting Exterior 
Union Metal Mfg. Co. 


Fixtures, Lighting, Rigid 
Acme Lighting Products Co. 
Benjamin Elec. Mfg. 
Curtis Lighting, Inc. 
Day-Brite Reflector Co. 
Faries Mfg. Co. 
Full-O-Lite Co.. Inc. 
Graybar Electric Co. 
Guth, Edwin F. 
Moe-Bridges Co. 
Planetiite Co.. Inc. 
Wakefield Brass Co. 


Fixtures, Lighting, Show 
Cases and Windows 
Benjamin Elec. Mfg. Co. 
Curtis Lighting, Inc. 
Day-Brite Reflector Co. 
Faries Mfg. Co. 

Frink, I. P., Ine. 
Guth, Edwin F. 





Co. 


flashers 


Flashlights, 


Flood aeane 


Friction Tape 
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Planetlite Co.. Inc. 
Reflector & Illuminating Co. 
Simplex Wire & Cable Co. 


Betts, Inc., James H. 
General Appl. Co. 
Reynolds Spring Co. 


Electric 
National Carbon Co. 


(See Pro- 
Jectors 


Food Mixers, Electric 
Reynolds Spring Co. 


Appleton Rubber Co. 
Firestone Tire & Rubber Co. 
Graybar Electric Co. 


Furnaces, Electric — High 
Temperature Elements 
American Resistor Corp. 


Fuse Plugs 

Bryant Electric Co. 
General Electric Co. 
Hart & Hegeman Mfg. Co. 
Sears, Henry D. 


Fuses, Auto 
Bussman ‘Mfg. Co. 


Fuses, Cartridge, Non- 
Refillable 


Bussman Mfg. Co. 


—_ Cartridge, Non-Renew- 


ie 
Bryant Electric Co. 
General Electric Co. 


Fuses, Cartridge. Refillable 
Bryant Electric Co. 
Bussman Mfg. Co. 


Fuses, Cartridge, Renewable 
Bryant Electric Co. 
Berry, A. Hall 
General Electric Co. 


Fuses, High Voltage 
Johns-Pratt Co. 


Fuses, Plug, Non-Refillable 
Bussman Mfg. Co. 


Fuses, Plug, Non-Renewable 
Bryant Elec. Co. 
General Electric Co. 
Hart & Hegeman Mfg. Co. 


Fuses, Plug, Renewable 


Fuses, Wire and Strip 


Gears, Ironing Machine 


Gears, Washing Machine 


Gifts and Novelties 
Tr Co. 


Bryant Elec. Co. 
General Electric Co. 
Hart & Hegeman Mfg. Co. 


Bussman Mfg. Co. 


Perkins Appliance Co. 


Perkins Appliance Co. 


Taiyo ading 


Glassware, Lighting 
Cenqetaates ‘amp & Glass 


Curiis Lighting, Inc. 

h Co., Edwin F. 
Machete — Glass Co. 
Moe-Bridges Co. 
Reflector & Illuminating Co. 


Globes Glass (See Glassware 
Lighting) 


Grills and Table Stoves 
Electric 


Excel. Elec. Co. 

Gold Seal Electric Co. 
Rock Island Mfg. Co. 
Rutenber Electric Co. 
Swartzbaugh Mfg. Co. 


Grinders, Electric 
Hamilton Beach Mfg. Co. 
Wisconsin Elec. Co. 


Hair Cutters, Electric 
Geier Co., P. A 


Hand Driers (See Driers, 
Hand) 


Hair Waving Specialties 
Gold Seal Electric Co. 
Russell Electric Co, 
Torrington Co. 


Hangers, Switchbox 
Wakefield Brass Co., F. W. 


Headsets, Radio 
Hart & Hegeman Mfg. Co. 


Heater (See Cord, 
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manufacturers listed here, 
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David Ly ogg s Sons Co. 
Moe-Bridges Co. 


Heater) 


Heaters, Radiant, Bowl Type 
Fitzgerald Mfg. Co. 
A. J. Lindemann & Hover- 

son Co. 


Rock Island Mfg. Co 
Rutenber Electric Co. 
Westinghouse Elec. 


Majestic Elec. Appliance Co. 


& Mfg. 
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Heaters, § 
Buffalo 


orge Co. 
Majestic Electrical Appli- 
ance Co. 


Russell Electric 
B. ¥. _ 


F. Sturtevant Co. 
Wiegand Co., Edw, L 


Heating Appliances (See 


Table Appliances) 


Heating Appliance Repiace- 


ment Units 
Automatic Electric Heater 


Co. 
Eagie Electric Mfg. Co 


Heating Devices, Electric 


_— Electric Heater 


wees Laboratories, Ine. 
Electric senting & Mfg. Co. 
Excel. Elec. Co. 

General Electric Co. 

Gold Seal Electric Co. 
Graybar Electric Co. 
Majestic Elec. gr ga Co. 
Wiegand Co., Edw. 


Heating Pads and Blankets 
A. J. Lindemann & Hover- 


s0n Co. 
Richards & Co., Geo. 


Heating Systems, Electric 
Electric Heating & Mfg. Co. 


Holders, Shade 

Curtis Lighting, Inc. 
Faries Mfg. Co. 
Harvey Hubbell, Inc. 


Hoods Color (See Caps, Dif- 
fusers) 


Hospital Systems 
Kelvinator Corp. 


Ice Cream Freezers 
(See Freezer, lee Cream) 


Ice Making Machines 
American Electrice Co. 
Coldak Corp 

Frigidaire, Delco Light Co. 
Iron Mountain Co 
Iroquois Electric Refrigera- 
tion Co. 

Kelvinator Corp. 

Savage Arms Co. 

Seeger Refrigeration Co. 
Servel Corp. 


Incubators, Electric 
Oakes Mfg. Co. 


Indicators, Radiant (See Le- 
cators) 


Instruments, 
Testing 
General” Electric Co. 


Indicating, 


Insulating Materials 
Bakelite Corp. 

Firestone Tire & Rubber Co 
Garfield Mfg. Co. 

General Electric Co. 
Holfast Rubber Co. 
Johns-Pratt Co. 








Co. 





(Continued on Page 190) 
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ansulators 
American Insulator Corp. 
Garfield Mig. Co. 
General Electric Co. 
Square D Co. 


droning Machines, Electric 
Gainaday Electric Co. 
Graybar Electric Co. 
Horton Mfg. Co. 
Perfection Appliance Co. 
Rainbow Appliance Corp. 
Smith Home Appliances 
York Ironer Co. 


en yy Gas Heat- 
Driven 
Altorfer Bros Co. 
Gainaday Electrci Co. 
Horton Mfg. Co. 
1900 Washer Co. 
Perfection Appliance Co. 
Rainbow Appliance Corp. 
Smith Home Appliances 


drons, Curling, Electrie 
Altorfer Bros Co 
Eastern Laboratories, Inc. 
Gold Seal Electric Co. 
Graybar Electric Co. 
A. J. Lindemann & Hover. 
son Co. 
Rock Island Mfg. Co. 
Russell Electric Co. 
Westinghouse E. & M. Co 


Irons, Electric 

Eagle Electric Co. 

Gold Seal Electric Co. 

... 2: Lindemann & Hover- 


Rock Island Mfg. Co. 
Rutenber Electric Oo. 
Westinghouse Elec. & Mfg. 
Co, 


irens, Seldering 
General Blectric Co. 


dobbers 
Alter, Harry 
—— Elec. Supply 


a Mig. © 

National Elec. Supply Co. 
Piedmont Blectric Co. 
Southern Elec. Co. 


a~m@boratories, Testing 
Bleetrical Testing 
tories 


Labora- 


Lacque 
E,. is 


rs 
du Pont Nemours 

& Co. 
Zeller Lacquer Mfg. 


Co. 


de 


Lamp Guavds & Locks 
Arrow Electric Co. 
Harvey Hubbell, Inc. 


Lamp Shade Frames, Wire 
Ourtis Lighting, Inc. 


Lamps, Automobile 
General Electric Co. 
(Mazda Service) 
Mational Carbon Co. 
Wakefield Brass Co. 


Lampe, Boudoir 
Bussman Mfg. Co. 
Faries Mfg. Co. 
Ideal Commutator 


Dresser 
Co. 
Moe-Bridges Co. 





ELECTRICAL MERCHANDISING 


Lamps, peter 
Faries Mfg. Co 


Lamps, Clamp Attaching and 
Exteasion 

Berry, A. Hall 

. Co. 


Wakefield Brass Co., F. W. 


Lamps, Desk 
‘Aladdin Mfg. Co. 
Curtis Lighting, Inc. 
Paries Mfg. Co. 
Greist Mfg. Co 
Guth Co., Edwin F. 
Moe-Bridges Co. 


Lamps, Incandescent 
General Electric Co. 
National Lamp Works 
- es tn Laboratories of 


canes. Miniature, Incandes- 


cen 

General Electric Co. 
Graybar Electric Co. 
National Carbon Co. 


Lamps, Portable 
Aladdin mes. Co. 
Art Craft Iron Wks. 
Bush ‘Terminal 
Bussman Mtr, Co, 
Consolidated Lamp 


Glass Co. 
Curtis Lighting, 
Faries Mfg. Co. 
Mee-Bridges Co. 


Inc. 


Lamps, Portable, with Hand 
Painted Glass Shades 
Aladdin Mfg. Co. 

Art Craft Iron Wks. 
— Lamp & Glass 


Lamps, Therapeutic 
Eastern Laboratories, Inc. 
Faries Mfg. Co. 


Lanterns, Electric 
Automatic Electric 
Co. 


Lantern 


Lighting, Decorative 
Consolidated Lamp & Glass 


Co. 

Curtis Lighting, Ine. 
le Lig. Fixture Co. 
Faries Mfg. Co. 

Frink, I. P., Inc. 
General Electric Co. 
Guth. Edwin F. 
Moe-Bridges Co. 
Planetlite Co.. Inc. 


Lighting Fixtures (See Fix- 
tures) 


Lighting, Industrial 
Benjamin Elec. Mfg. 
Curtis Lighting, Inc. 
Faries Mfg. Co. 
Frink, I. P., Inc. 
General Electric Co. 
Graybar Elec. Co. 
Guth Co., Edwin F. 
Moe-Bridges Co. 
Planetlite Co.. Inc. 


Co. 


Westinghouse 
Co. 


Lighting Unite 


Co. 

Curtis taghtins. Ine. 
Faries Mfg. 
Frink, ~ ee 
Guth Co., Edwin F. 
Moe- Bridges Co. 
Planetlite Co.. Inc. 
Wakefield Brass Co. 





Reflector & Illuminating Co. 
Elec. & Mfg. 


Consolidated Lamp & Glass 


Locators, Radiant 
Bryant Electric Co. 
Eagle Elec. Mfg. Co. 


Loud Speakers, “a, 
Graybar Elec. 
Stromberg-Ca‘leon Tel. Mfg. 


Tower Mfg. Co. 


Lugs and Terminals 
Patton-MacGuyer Co. 
Sherman Mfg. Co., H. B. 


Malling Lists Electrical 
Dealers and Radie Lists 
— Circular Addressing 

oO. 


Marine Wiring, Fittings & 
Fixtures ; 
Benjamin Elec. Mfg. Co. 
Bryant Electric Co. 
Graybar Elec. Co. 

Rome Wire Co. 


Medical, Accessories : 
Inc. 


Eastern Laboratories, 
Mixers, Drink 
Hamilton Beach Mfg. Co. 


Wisconsin Elec. Co. 


Molded Insulation 
American Insulator Corp. 


Co. 
General Electric Mtg. Co. 
Johns-Pratt Co. 


Moldings 
Emerson Electric Mfg. Co. 


Motor Flashers 
Betts, Inc., James H. 


Motors, A. C. 
Century Electric Co. 
Domestic Electric en 
Emerson Elec. Mfg. 
Galvin Elec. Mfg ig 
General Electric Co. 
Graybar Elec. Co. 
Hamilton Beach Mfg. Co. 
Horton Mfg. Co. 
Reynolds Spring Co. 
Robbins & Myers Co. 
Sturtevant Co.. B. F. 
— Elee. & Mfg. 
co 


Motors, D. C. 
Century Blectric Co. 
Domestic Elec. Co., The 
Emerson Electric Mfg. 
Galvin Elec. Mfg. Co. 
General Hlectric oo? 
Graybar Elec 
Hamilton oy “Mite. Co. 
Horton Mfg. Co. 
Robbins & Myers Co. 
Sturtevant Co., B. F 


Co 


Westinghouse Elec. & Mfg. 
Co, 

Motors, Fans 

Century Elec. Co. 
Fitzgerald Mfg. Co. 
Westinghouse Elec. & Mfg. 
Co. 
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Century Elec. Co. 
Domestic Electric Co. 
Galvin Elec. = g. Co. 
General Electri 

Hamilton Beach Mfg. Co. 
Horton Mfg. Co. 
Kendrick & Davis 
Sherman Mfg. bs H. B. 
Sturtevant Co., B. F. 
Wisconsin Elec. Co. 


Motors, Phonograph 
General Electric Co. 
Hamilton Beach Mfg. Co. 
Kendrick & Davis Co. 


Motors, Sewing Machine 
Domestie Blec. Co., The 
Galvin Elec. Mfg, Co. 
General Electric Co. 
Graybar Elec. Co. 
Hamilton Beach Mfg. Co. 
Kendrick & Davis Co. 


Motors, Toys 
Kendrick & Davis Co. 


Novelties (See Toys and 
Novelties) 


Office Equipment 
David Lupton’s Sons Co. 


Oil Burners 
Johnson Co.. 8. I. 


Outlets 


Wiremold Co., The 


Packing Boxes and Material 
(See Boxes, Shipping) 


Panel-Boards (See Switch- 
boards) 


Percolators, Eleetrie 
Gold Seal Blectric Co. 


Plant, Light and Power 
TT. Elee. Co. 
. Sturtevant Co. 


Plates, Flush, Switeh 
Arrow Elec. Co. 
Bryant Electric Co. 
General Electric Co. 


Plugs, Attachment, and Caps 
Arrow Elec. Co. 

Benjamin Elec. Mfg. Co. 
Bryant Electric Co. 

Cutler Hammer Mfg. Co. 
General Electric Co. 

Hart & Hegeman Mfg. Co. 
Harvey Hubbell, Inc. 
Richards & a George 
Sears. Henry D. 


Plugs. Heater 


Richards & Co., Geo. 


Plugs, Plural 
Richards & Co., George 


Polishers and Buffers 
General Electric Co. 


Portable (See Lamps. 
Portable) 
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Posts, Lighting 
Union Metal Mfg. Co. 


Projectors, Electric 
Curtis Lighting, Inc. 
Seared lectric Co. 


Graybar Elec. Co. 
Kliegl Bros. 
Reflector & Illuminating Co. 


Pull Sockets 
Arrow Elec. Co. " 
Benjamin Elec. Mfr Co, . 
Bryant Electric Co. 
Hart & Hegeman Mfg. Co. 
Harvey coe Inc. 
Sears, Henry D 


Pumps, Motor Driven 
Buffalo Forge Co. 

Dunning Pump & Mfg. Co. 
Fort Wayne Eng. & Mfg. 


Co. 
General Electric Co. 


Push Buttons 
Bryant Electrie Co. 
General Electric Cu. 


a Heater Replacement 
Eagle Elec. Mfg. Co. 


Radiators, Electric 
Electric Heating & Mfg. Co. 
Fansteel Products Co., Inc. 


Radio Books and Instruction 
McGraw-Hill Book Co. 


Radium Compound 
Specialties (Also see 
Locators) 


Radio Parte and Accessories 
Alter, Harry 

Benjamin Elec. Mfg. Co. 
Brach Mfg. Co, 

Fansteel Products Co., Inc. 


tri 
Hart & Hegeman Mtge. Co. 
Hazeltine Co 
Johns-Pratt Co. 


& Co. «» Geo 
Stromberg-Carlson Tel. 
Mfg. Co. 

Tower Mfe. Co. 
Windsor Furniture Co, 


Radio Receiving Sete, 
Complete 
Brach Mfg. Co. 
Freed Eiseman Radio Co. 
General Electric Cu. 
‘Hazeltine Co. 
Tower Mfg. Co. 


tas Combination 
. J. Lindemann & Hover- 
“ Co. 
Westinghouse Elec. & Mfg. 
Co. 


Ranges, Electric 
A. J. Lindemann & Hover- 
son Co. 
Graybar Elec. Co. 
— Stamping & Elec. 
0. 
Rutenber Elec. Co. 


Receptacles, Base Board and 
Wall 


Arrow Elec. Co. 

Gaynor Electric Co., Ine. 
General Electric Co. 
Graybar Elec. Co. 
Hart & Hegeman Mfg. Co. 
Harvey Hubbell, Inc. 
Metropolitan Elec. Mfg. Co. 
Sears, Henry D. 


(Continued on Page. 191) 
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Rectifiers 

General Electric Co. 
Harvey Hubbell, Inc. 
Westinghouse E. & M. Co. 


Refleetors (See Shades and 
Reflectors) 


Refrigerating Machines 
Coldak_ Corp 
Delco Light ‘Co. 
Iroquois Electric Refrigera- 
tion Co. 
Kelvinator Corp. 
Lamson Co. 
Rice Products Co 
Savage Arms Corp. 
Seeger Refrigeration Co. 
Serv-el Corp. 


Resistance Unite 
General Electric Co. 


Bheostats 
General Electric Co. 
Hart & Hegeman Mfg. Co. 


Rolls, Wringer 
Horton Mfg. Co. 


Rosettes 

Arrow Elec. Co. 

General Elec. Co. 

Hart & Hegeman Mfg. Co. 
Sears, Henry D. 


, Screw Machine Products 


Warner Bros. 


Sopetiente (See Projectors, 
Electric) 


Sewing Machines, Electric 
Graybar Electric Co. 


Shade Holders 

Benjamin Elec. Mfg. Co. 
Curtis Lighting, Inc. 
Faries Mfg. Co. 

General Electric Co. 

Hart & Hegeman Mfg. Co. 
Sears, Henry D. 


Shades and Reflectors 
Curtis Lighting, Inc. 
Day-Brite Reflector Co. 
Faries Mfg. Co 
Frink, I. P.. Ine. 
General Electric Co. 

Guth Co.. Edwin F. 
Harvey Hubbell, Inc. 
Macbeth Evans Glass Co. 


Reflector & Illuminating Co. 


Shades, Silk & Parchment 
Guth Co., Edwin F. 


Shelving, Steel 
David Lupton’s Sons Co. 
McLean, W. Fred 


— Boxes and Case 
Boxes, Shipping) 


Signal Systems 
General Electric Co. 


Signs, Electrie 

ay-Brite Reflector Co. 
ke a Sign Co 
Frink, I. P., Ine. 


Sirens 
(See Horns and Sirens) 


Soap, Washing Machine 
Horton Mfg. Co. 
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Sockets and Receptacles 
(See also Pull Seckets) 

American Wiremold Co. 

Anylite Electric Co. 

Arrow Elec. Co. 

Bryant Electric Co. 

General Electric Uo. 

Hart & Hegeman Mfg. Co. 

Harvey Hubbell, Inc. 

McGill Mfg. Co. 

Sears, Henry D 


Soldering Irons 
(See Irons, Soldering) 


Solderless Joints 
H. B. Sherman Mfg. Co. 


Spotlights 
Reflector & Senaaiten Co. 


Sprayers, Portable Electric 
Clements Mfg. Co. 


Stage Lighting Apparatus 
Curtis Lighting, Inc. 
General Electric Co. 
Kliegl Bros. 


Stamping, Brass, Etc. 
Faries Mfg. Co. 
Patton-MacGuyer Co. 


Stamping, Light Metal 
Warner Bros. Co. 


Stands, Vise, Portable 
Martin & Sons, H. P. 


Store Fixtures (See Fixtures 
Lighting, Show Case and 
Window) 


Store Equipment 
David Lupton’s Sons Co. 
McLean, W. Fred 


Stoves, Electric 


son Co. 


Stoves — Electric, Fire- 
less 
Excel Elec. Co. 


Stoves, Table (See Grills 
and Table Stoves) 


Supplies, Wiring, Electric 
Bryant Elec. Co. 

General Electric Co. 
Graybar Electric Co. 

Hart & Hegeman Mfg. Co. 
Rome Wire Co. 

Square D Co. 

Wiremold Co., The 


Switchboards 
Benjamin Elec. Mfg, Co. 
Bryant Electric Co. 
General Electric Co. 


Switchboard Materials 
Graybar Electric Co. 


Switches, Canopy 

Arrow Electric Co. 
Cutler-Hammer Mfg. Co. 
Sears, Henry D. 





A. J. Lindemann & Hover- 


Metropolitan Elec. Mfg. Co. 


Switches, Feed Through 
Arrow Elec. Co. 

Bryant Electric Co. 
Cutler-Hammer Mfg. Co. 


Switches, Knife 

Bryant Electric Co. 
General Electric Co. 

Hart & Hegeman Mfg. Co. 
Metropolitan Elec. Mfg. Co. 


Switches, Pendant 

Arrow Elec. Co. 

Bryant Electric Co. 
Cutler-Hammer Mfg. Co. 
Hart & Hegeman Mfg. Co. 
Sears, Henry D. 


— Push Button and 


nap 
Arrow Elec. Co. 
Bryant Electric Co, 
Cutler-Hammer Mfg. Co. 
General Electric Co. 
Hart & Hegeman Mfg. Co. 
Harvey Hubbell, Inc. 
Sears, Henry D. 


Switches, Safety 
Domestic Electric Co. 
General Electric Co. 
Johns-Pratt Co. 
Square D Co. 
Westinghouse Elec. 

0, 


& Mfg. 


Switches, Time 
Berry, A. Hall 
General Electric Co. 


Switches, Tumbler 
Hart & Hegeman Mfg. Co. 


Table Appliances, Electric 
A. J. Lindemann & Hover- 
Graybar Electric Co. 

son Co 
Westinghouse E. & M. Co. 


Tape and Cloth, Insulating 
Appleton Rubber Co. 
Firestone Tire & Rubber Co. 
General Electric Co. 
Holfast Rubber Co. 


Telephones 
teal Tel. Mfg. 
oO. 


Terminals 

Bryant Electric Co. 
Patton-Macuyer Co. 
Sherman Mfg. Co., H. B. 


Testing Devices, Meter 
Johns-Pratt Co. 


Testing Laboratories (See. 
Laboratories, Testing) 


Thawing Outfits 
Automatic Elec, Heater Co. 
General Electric Co. 


Theater Apparatus, Electric 
General Electric Co. 
Kliegl Bros. 


Toasters, Automatic Electric 
Waters-Genter Co. 
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Toasters, Electric 
Fitzgerald Mfg. Co. 
Gold Seal Electric Co. 
Graybar Elec. Co. 
A. J, Lindemann & Hover- 
son Co. 
Rock Island Mfg. Co. 
Russell Electric Co. 
Rutenber Elec. Co. 
Waters Genter Co. 
Westinghouse Elec. 


& Mfg. 
Co. 


Tools, Wiring 

Graybar Elec. Co. 
Koch & Co., Paul W. 
Martin & Sons, H. P. 


Torches, Blow, Gasoline and 
Kerosene 
Lenk Mfg.. Co. 


Toys & Novelties, Electric 
Ives Manufacturing Co. 
Lionel Corporation 


Traffic Controllers 
Betts, Inc., James H. 


Transformers, Bell Ringing 
Betts, Incorporated, James H. 
General Electric Co. 


Transformers, General 
General Electric Co. 


Transformers, Radio 
Hart & Hegeman Mfg. Co. 


Rice Products 


Vacuum Cleaners, Electric 
Clements Mfg. Co. 
Electric Vacuum Cleaner Co. 
Gainaday Electric Co. 
Geier Co., P. A. 

General Electric Co. 
Graybar Elec. Co. 
Hamilton Beach Mfg. Co. 
Hoover Co. 

Sturtevant Co., B. F. 
Torrington Co, 
Wise-McClung Co., Ltd. 
Wright Co., M. S. 


Ventilating Apparatus & 
Systems 

Buffalo Forge Co. 
Emerson Electric Mfg. Co. 
B. F. Sturtevant Co. 


Vibrators, Electric 

Eastern Laboratories, Inc. 
Fitzgerald Mfg. Co. 

Geier Co., P. A. 
Graybar Elec. Co 
Hamilton lb “Mie. Co. 


Violet Ray Specialties 
Eastern Laboratories 
Fitzgerald Mfg. Co. 


Vises, Pipe 
Martin & Sons. H. P. 
Rock Island Mfg. Co. 


Waffle Irons 

Gold Seal Electric Co. 

A. J. Lindemann & Hover- 
son Co. 





Units, Refrigeratiors, Electric 
’ 
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Wall Receptacies (See Re- 
 acaaetaaa Board and 


Washing Machines, Clothes, 
Electric 

Altorfer Bros, Co 
Automatic Electrical 
Washer Co. 

Brammer Washing Machine 


oO. 
Clements Mfg. Co, 


Dunham Co., Geo. W. 
Foote-Burt Co. 

Freed Eiseman Radio Corp. 
Gainaday =a Co. 


Geier Co., P. 
Graybar inectrie Co. 
Haag Bros. Co. 
Horton Mfg. Co. 
1900 Washer Co. 
One Minute Mfg. Co. 
Savage Arms Corp. 
Woodrow Mfg. Co. 


Water Heaters, Electric 


Aetna Electric Appl. Co 
Automatic Electric Heater 
Co. 


Electric Heating & Mfg. Co. 
Fort Wayne Eng. & Mfg. 
Co. 
General Electric Co 
Westinghouse Elec. 
Co. 


Water Supply Systems, 
Electric 

Fort Wayne Eng. & Mfg. 
Co. 


Welding and Cutting Appa- 
ratus, Electric 
General Electric Co. 


Window and Store Display 
Equipment : 
Reflector & Illuminating Co. 


Wire and Cable 

Appleton Rubber Co 
Driver-Harris Co. 

General Electric Co 
Indiana Rubber & Insulated 

Wire Co. 

Graybar Elec. Co. 

Phillips Wire Co. 
Rockbestos Corp. 

Rome Wire Co. 

Simplex Wire & Cable Co. 
Tubular Woven Fabric Co. 


Wire, Electric Resistance 
Hoskins Mfg. Co. 


Wire Forming 
Warner Bros. 


Wire, Fuse 
Bussman Mfg. Co. 


Wireless Apparatus (See 
Radio Parte and Accesso- 
ries, also Radio Receiver 
Sets, Complete) 


Wire, Magnet 

Berry, A. Hall : 
Rockbestos Products Corp. 
Rome Wire Co. 


Worms 
Perkins Appliince “o. 


Wrenches 
Curtis Lighting. Inc. 


Wringers, Clothes 
Graybar Electric Ce. 
Horton Mfg. Co. 
Wright Co.. M. § 
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POSITIONS WANTED 





SALES manager or assistant, seeks con- 
nection. Broad experience, covers both 
supplies and appliances. Extensive 
knowledge of the business, knows mer- 
chandising, keen judgment. PW-10, 
Electrical Merchandising, 7 So. Dearborn 
St., Chicago, Il. 





YOUNG lady desires position as _ office 
manager. . Long experience. Excellent 
reference. Sadie Goldstein, 135 West 


116th Street, New York City. 








SALESMEN WANTED 





Salesmen Attention 


There is still some territory open in various 
states in the United States and Canada, 
Our allotment of territory gives you ex- 
clusive unexcelled arrangements to act as 
agent in distributing our lines. Write for 
proposition today. Babs Lighting Fixture 
Co., 437 E. Willis St., Detroit, Mich. 





Managers 


National organization about to market new 
type of prea et | machine with no competi- 
tion in its field can use a few crew man- 
agers in New Jersey. Substantial earnings 
assured. “Men who qualify will be placed 
as managers in our branch offices to be 
opened in the near future throughout the 
country. SW-6, Electrical Merchandising, 
Tenth Ave. at 36th St., New York. 








SALESMEN AVAILABLE 





DISTRICT sales manager, metropolitan 
New York territory, selling to individual 
plants and distributors; also to dealers, 
department stores, architects, contractors 
and special outlets. Can train salesmen. 
SA-9, Electrical “mete Tenth 
Ave. at 36th Street, New York 





REPRESENTATIVES WANTED 





At the 


Savutime Electric Control 
New York Electrical Show, Savu- 
time Electric Control for household gas 
water heaters made a big hit. Push but- 
ton plates in bathroom and kitchen save 
running down stairs to light the heater. 
Send for profitable proposition for dealer. 
Savutime Devices, Inc., 88 Manhattan 
st., Rochester, N. Y. 








REPRESENTATIVES AVAILABLE 





New York City Representation of 
Character, 


ability and experience by our organization 


and associate solicitors. Will negotiate 
for small specialties of strong appeal and 
merit for free distribution in quantities 
for good will purposes. Also for staples 
for premium users. Our reputation as 
distributors of maximum quantities is 
national and the exclusive arrangements 
concluded must be a factor to that end. 
Patentees and inventors please notice. 
Litchfield Corporation, 26 Cortlandt St., 
New York City. 





Manufacturer’s Agent 


Would like to represent a manufacturer of 


isolated copper wire in Oklahoma and the 
surrounding territory. F. W. Keeney, 
304 Oil Exchange Bidg., Oklahoma City, 
Okla. 








BUSINESS OPPORTUNITIES 

















Experienced Salesman 

Electrical Appliances 
Newspaper 
Advertising 


is wanted immediately by a leading 
metropolitan newspaper, Central 
West City, 1,000,000 pop. Perma- 
nent position, Attractive salary 
and bonus. Men who know elec- 
trical appliance advertising should 
write in confidence today to 


AS-4, Electrical Merchandising 
Guardian Bldg., Cleveland, O. 














Business for Sale 
Will sell part or all of a well established 
electrical retail business in one of the 
best cities in the Middle West. BO-7, 
Electrical Merchandising, Star Building, 
St. Louis, Mo. 





For Sale 


Electrical wiring and fixture business and 
retail store. City of 75,000. Gross sales 
$73,000 last year. About $10,000 stock. 
BO-8, Electrical Merchandising, Tenth 


SALES— EMPLOY MENT — BUSINESS OPPORTU NITIES i 
UNDISPLAYED—BATE PER WORD: INFORMATION: oi Mp nchelssecteae PER So 03 an ani 3 
Positions Wonted, 6 cents a word, minimum Bor Numbers in care of any of our offices 4 to 1 indies... scdeok ke on Ie : 
. $1.25 ge insertion, payable in advance. ecunt 10 words additional in undisplayed ads. 8 to 14 indies. 2.2. ee biases 6:20 an tock : 
Positions Voeont and all other esaiteations, Diacount of 10% if on ent is made in Rates for, larger spaces, oF yearly rates, on request. : 
16 cents 4 word, minimum charge $2.6 dévanee fe na compeeuticn inssttions of An advertising tnch is measured vertically on F 
“Proposala, 40 cents ¢ line an insertton, undisplayed ads (not including proposals). one column, 3 columns——30 eapase me a page. 3 
. Electrical iicthandbaine iE 
A TOTO TYTITITIIIT ITI I OTT ry CTT x  COPTETIIITITINYTIINITITITITITITITISIYEIITITIIN ITI T IIIT ITI ITI) POTTY ITIVETETITIII TIT IITITI TITTIES Tyr 





FOR SALE 


Electrical Store and 
Contracting Business 


Well established in city of 5,000. Good 
credit rating, only shop in city with good 
surrounding territory, inventory nine or 
ten thousand, valuable lease with four 
more years, 40,000 gross year, epen shop, 
no trouble. fine opportunity for man to 
grow with growing town. Good reason for 
selling, have larger investment in same city 
which demands entire time. Do not intend 
to leave town. 


Kissimmee, Fla. Box 424. 












sé” YOUR SURPLUS AND 
¥ SLOW MOVING STOCK 
— pny» Devices 


Moto Appliances 

Condulets Fuses 
nsulators 

Fans eaters, etc., etc. 


SAMUEL FELDMAN, INC. 
110 West 18th St., New York City. 
Buyers of 











Ave. at 36th Street, New York. 





New York Sales Organization 


with force of distributor, jobber, dealer 
and direct consumer salesmen open to 
proposition from manufacturer desiring 


representation in New York. 


TRI-BOROUGH ELECTRIC COMPANY 
145 West 45th St.. New York City 


Searchlight” 
is 
Quick Action 
Advertising 


0233 














cessful sales organizations in Canada. 





AS-5, Electrical Merchandising, Tenth Ave. at 36th St., 


NEED REPRESENTATION 
IN CANADA? 


Canadian established sales organization with representation from coast to 
coast is desirous of obtaining new electrical specialties that can be sold through 
electrical supply jobbers, dealers or direct to the consumers. 


The Company has successfully marketed for the past five years an interna- 
tional known appliance and is recognized as one of the most progressive, suc- 


New York City. 
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You will find a great many people 
who smilingly walk under a ladder. 


And perhaps nothing will ever happen 
to them. 


Then, on the other hand, are you so 
darn sure? 


These are the fellows who stock any 
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DRIVER~HARRIS COMPANY 
HARRISON, NEW JERSEY 
Chicago Detroit Morristown, N. J. England France 
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old heating appliance just to tempt 
fate. 


And they may get by— 
But are you so darn sure? 


Isn’t it just a wee bit hazardous to 
take such a chance’ when --- 
‘‘Nichrome”’ IV --- is used as the 
heating element material by so many 
appliance makers? 
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“IT TURNS 
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TOAST” 














Marion Model 66 Giant 


TRADE MARK REG 


TOASTER 


The Giant Flipflop continues to surpass all sales records 
Last year dealers were astounded at the volume of sale: 
produced by this appliance during the holiday season and 
could have doubled and trebled their sales if they had 
anticipated their requirements. Be sure that your orders 
are sent in promptly to cover this year’s holiday business 


and insure yourself a maximum turnover and profit. 


Successfully Made By 


Rutenber Electric Company-Inc. 
General Offices and Jactory 
MARION ° INDIANA 


ton, Mi 
01 Milk St 9023 Fourteenth S 

ery ot New York City, N. Y 

145 W. 45th st 
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OUR PROGRESS 


MEANS 


YOUR PROFIT 


‘The steadily growing sales of “Red Spot’? Hang- 
ers, Attachettes and other lighting specialties, 
means steadily increased profit for the electrical 
jobber, contractor and retailer. “lhe trade re- 
ceives more money for distributing “Red Spot” 


material than we receive for making it. 























of “RED (—) SPOT” Lighting Specialties 


Dated December Ist, 1926, this catalog of 
“Red Spot” material contains descriptions 
-and illustrations of a number of new 
Wakefield items, in addition to latest re- 
visions of prices and data. 

The completeness of the “Red Spot” lines, 


THE F. W. WAKEFIELD BRASS CO., VERMILION, OHIO, USS.A. 


and their adaptability to all classes of com- 
mercial lighting installation, enables the 
contractor to select his entire requirements 
from this catalog, thus assuring equipment 
of uniform design and quality. 


Write for this catalog today 
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Rhee sires 





